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Social responsibility and sustainability in sports
Introduction
The current economic crisis is affecting almost all industries and sport is no
exception. Revenues from sponsors, for example, have fallen sharply since 2008,
and will continue to fall in the coming years. This crisis may put at risk the
economical viability of many teams in different sports, thereby justifying an
analysis of the determinants of sustainability in sport.
On the other hand, the main international sports bodies such as the
International Olympic Committee, FIFA or UEFA, are particularly sensitive in
times of crisis to the problems of the most disadvantaged countries, which by
themselves are unable to generate the necessary resources for the practice of
sports. There is thus an increasingly important role for the Corporate Social
Responsibility (CSR) policies that these bodies carry out in the third world and
in special circumstances such as wartime conflicts, famines, etc.
Taking into account these ideas, Stefan Kesenne (University of Antwerp-
Leuven), Helmut Dietl (University of Zürich) and Placido Rodriguez (University
of Oviedo) organized the IV Conference on Sports Economics devoted to Social
Responsibility and Sustainability in Sports, which was held in the hall of the
Jovellanos University School, Gijon, on the 8th and 9th of May, 2009. This book
is the result of that Conference. The relevance of the congress is underlined by
the topics addressed and by the participation of a group of professors and speakers
of international renown. Likewise, the moderators of the congress were
9
recognized personalities from the world of sports at management and academic
levels, from different Spanish universities and institutions. Finally, the large
attendance of university professors, students, and sports managers at the
conference underscored the importance and the timeliness of the congress.
The book is organised in two different parts. The first part deals with social
responsibility in sports in general while the second is devoted to the analysis of
sustainability in sports.The analyses cover international bodies such as the IOC
or UEFA, particular sports such as soccer or the National Football League, and
local bodies such as universities or community organizations. The chapters of the
book correspond to the different papers presented at the conference, to which we
now turn. 
Professor Jean Loup Chappelet, from IDHEAP, analyses Social Responsibility
in the Olympics, in chapter I. Mikel Urdangarin Liebaert, Director of the
Fundacion Estadio in Vitoria, Spain was the moderator for this intervention. The
paper shows how the IOC, as a non-profit corporation, had its roots in the notion
of social responsibility in terms of issues such as education, society and peace.
The chapter discusses the present state of affairs regarding social responsibility
within the Olympic movement. Beginning with a review of the role and activities
of non-governmental organisations in sport, Chappelet goes on to discuss the
evolution of the IOC over the 1990s and 2000s towards a structured social
responsibility policy.
In Chapter II, Professor Kathy Babiak from the University of Michigan
explains that professional sport leagues and teams in North America are
increasingly addressing environmental concerns under the umbrella of social
responsibility. Her paper examines the diffusion of environmental responsibility
in sport and the motivations leading professional sport leagues and teams to adopt
green management practices. Seventeen interviews with sport executives were
conducted. Furthermore it discusses the role and relevance environmentally
focused CSR plays in professional sport in North America and presents
suggestions for future research in this area. Leonor Gallardo from University of
Castilla-La Mancha was the moderator of this speech.
Professors Julia Hillebrandt and Helmut Dietl from the University of Zurich
argue that professional sports organizations which evolved into conventional
businesses have to comply with the responsibilities of conventional businesses, in
chapter III. The session was moderated by Professor Patricio Sanchez, from the
University of Vigo. Hillebrandt and Dietl argue that such sports organizations not
only have legal responsibilities to their shareholders but also social responsibilities
to a range of further stakeholders. Following this reasoning, they illustrate the
current development of CSR activities within professional sports leagues by
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analyzing the CSR projects of the UEFA and NFL. Differences are found in
terms of organizational structures, country cultures, commercialization of
professional football and accounting standards.
In Chapter IV, Professor Sean Hamil from the Birkbeck Institute in London
explains how Corporate Social Responsibility initiatives are being promoted as
effective mechanisms for sports’ organisations to develop their commercial brands
whilst making good with a social contract with the wider community. This
conference was moderated by Professor Carlos Marti, from IESE Business School,
University of Navarra, Spain. The paper first outlines the philosophical
justification for the application of CSR policy, in particular in the sport sector. It
then offers a critical perspective on the theory underpinning the practice of CSR,
drawing on previous research. The paper then presents an analysis of the
application of CSR policy, and the motivations underpinning it. 
Professor Hans Westerbeek from La Trobe University, Australia, summarizes
a categorization of the methods in which sport is used as a vehicle for CSR
programs in Chapter V. Fernando Lera from the Public University of Navarra was
the moderator.The categories explained in the paper may be used to take stock
of the growth and decline in several CSR programs and to initialize a process of
benchmarking amongst various initiatives within the different categories. It is
also mentioned that sport has been an important leg for sponsorship in
international companies but that a proactive stance towards generating positive
social outcomes will benefit their brands.
In Chapter VI, Fritz Polite from the Institute for Leadership, Ethics and
Diversity of Tennessee, USA, explains that the sport industry is a complex,
thriving, and truly global phenomena. The address was moderated by Juan Luis
Paramio from the Autonomous University of Madrid. This chapter highlights
that the constructs of sport take on multiple dimensions to include social,
economic and political parameters. The industry is currently experiencing rapid
growth in multiple segments surrounding the economics of sport. The paper
examines the specifics of the massive growth of salaries, the historical significance
of corporate social responsibility, and the facilities and media exposure in
relationship to the ethical questions surrounding corporate social responsibility
and accountability in sport. The realm of focus is sport in the United States.
The last speech on CSR was given by Patrick Gasser, Senior CSR manager
of UEFA, and is the subject of Chapter VII.The intervention was moderated by
Professor Jose Manuel Sanchez from the University of A Coruña. In this paper
the Senior CSR Manager of UEFA presents a review of the CSR programs that
UEFA has been developing in recent years and how corporate policy includes
programs to invest in charity, including the formal commitment to allocate 0.7%
11
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of its annual revenue to social projects. Also explained are the different issues
addressed by UEFA through soccer such as racism, xenophobia, homophobia,
reconciliation and peace, football for people with disabilities, violence, health and
humanitarian aid. 
The second part of the book, devoted to sustainability in sports, begins in
chapter VIII with the speech by Francesco de Zwart and George Gilligan from
Monash University, Australia, moderated by Ramon Sala University of Valencia,
Spain. This chapter explores some of the inter-relationships between good
governance and sustainability in the context of organised sports through the lens
of an Australian case study. The analysis shows that although National and more
localised State sporting organisations (‘NSOs’ and ‘SSOs’) are diverse in their
governance and management structures, in general the preferred NSO and SSO
outcomes are reasonably uniform: more members, more participants, podium
success and more non-government and government revenue. The paper
contextualises these realities by discussing a pilot study. The aim of this Pilot Study
is to identify the principal governance and management factors affecting
Australian sports and the revenue sources available to them. 
Chapter IX corresponds to the paper presented by Professor Dwight Zakus
from the Griffith Business School, Australia. The session was moderated by Ana
Magaz, from the Autonomous University of Madrid. According to Zakus, sport
is seen as a panacea for many social ills and for many social projects to deal with
the limitations of a market economy. A first issue with this view is that sport is
widely evident at many levels of local through to global societies. At what level
is sport seen to have so many carrying capacities and so many ways to rectify
social exclusion and deprivation? This paper argues that at the community level,
at the heart of any sport system, too much is expected of sport. The people, those
who make up community sport organizations and the wide base of any national
and therefore international sport system, cannot possibility be responsible for this
project. What then is possible? A key part of this argument is that the volunteers,
those who actively organise sport and sport organizations at the community level,
are limited in what they can produce. To expect too much is to damage the
sustainability of sport throughout the world.
In Chapter X, Iain Lindsey from the University of Southampton, UK
explains the importance of the term “sustainability” across society and how it is
used in sport development policy and practice. The address was moderated by
Juan Aldaz from the Sports Economics Observatory of Guipuzkoa KIROLBEGI,
Spain. This paper takes a UK sport policy document of recent years as an example
and examines it in order to demonstrate the diversity of ways and contexts in
which terms related to sustainability are used. The paper also tries to shed light
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on concepts such as “sport development” and “sustainable development” which
are relevant in the literature, though neither of these literatures offers a wholly
applicable conceptualization of sustainability in sport development. The paper
proposes a definitional framework for a particular sport development programme
and a reconsideration of some important aspects of the literature on sustainable
development. 
Finally, in Chapter XI Plácido Rodríguez, from the University of Oviedo,
with Professor Angel Barajas from Vigo University as the moderator, tries to
evaluate the financial situation from 1990 in Spain when the Spanish Sport Law
regulated professional sport. This law, developed in a Royal Decree in 1991,
obliges clubs to convert themselves into Limited Sports Companies due to the
increasing debts that these clubs had. This Law was not successful and several years
later many clubs neared bankruptcy. Rodriguez proposes a probit model in which
the dependent variable corresponds to teams punished in some way by the new
Spanish Bankruptcy Law that were relegated or that have disappeared.
The following representatives of the institutions sponsoring the congress
participated in the opening session: Herminio Sastre Andrés, Vice Chacellor of the
Council of Education and Science of the Government of the Asturias; Rafael
Pérez Lorenzo, director of the Escuela Universitaria Jovellanos; Santiago Herreros
Casado, representative of Cajastur; Plácido Rodríguez Guerrero of the University
of Oviedo and Vicente Gotor Santamaría, Rector of the University of Oviedo,
who chaired the event. 
Placido Rodriguez thanks Cajastur, the Council of Education and Science
of the Government of the Asturias, FICYT Asturias, the Tourism Society of the
Gijon municipal government, the University of Oviedo, the Department of
Economics of the University of Oviedo, the Jovellanos Faculty of Trade, Tourism
and Social Sciences of the University of Oviedo and the Sports Economics
Observatory, Spain for financial support given for the organization of the
Conference. The conference organizers also gratefully acknowledge financial
support from the Spanish Ministry of Science and Innovation, under grant
ECO2009-06801-E/ECON.
THE EDITORS
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Corporate Social Responsibility:
A New Frontier for the International 
Olympic Committee
Jean Loup Chappelet
IDHEAP Swiss Graduate School of Public Administration, Lausanne, Switzerland
The International Olympic Committee (IOC) is the non-governmental
organisation in charge of ensuring that the Olympic Games are held regularly.
It is above all a club that was founded in 1894 by Pierre de Coubertin and some
of his acquaintances. Today, it has a maximum of 115 (voluntary) members, of
which most are men (15 women out of 107 members at the beginning of 2009)
from around 70 countries. The IOC is the central actor in the Olympic System,
i.e. all the sport organisations that contribute, in various ways, to holding the
Olympic Games and sport competitions throughout the world, in respect of the
Olympic Charter: a document regularly amended by the IOC that serves as
overall regulations for all the entities and as statutes for the IOC. The stated
intention of the Charter is to place sport at the service of the harmonious
development of man, with a view to promoting the Olympic values of
excellence, friendship and respect, and contributing to a better world free of all
discrimination.
It could be said that since the outset, the Olympic ideal has had its roots in
the notion of social responsibility, through questions of education, society and
peace. In fact, Coubertin’s intention was for young people - thanks to sport in
schools - to benefit from a complete education of both the body and the mind.
He also believed that sport would resolve what he termed the “social problem”,
i.e. the integration of the working classes within society, notably to avoid
common scourges of society at the time such as illiteracy and alcoholism. In
taking up this challenge, he also wished to create workers’ universities to
enhance culture for all and municipal gymnasiums to develop sport for all. He
also saw the potential, as indicated in his speech in 1892 that evoked the renewal
of the Olympic Games for the first time, for sport becoming the “free exchange
of the future”, thus contributing to peace in the same way as technical progress,
whose development was beginning to affect society at the time (Coubertin 1994
[1892]). His successors continued to promote this ideology of sport, known as
Olympism. One hundred years after the creation of the IOC, in 1994, the
environment was officially made the third pillar of Olympism, after sport and
culture. In the decade that followed, the Olympic Charter was modified to
include references to sustainability and the legacy of the Games, although the
expression “social responsibility” was not mentioned in the text. 
The notion of social responsibility is, in fact, one that first appeared in the
1980s and 1990s: first of all for corporations (Caroll 1979, 1991 and 1999, to cite
only a single influential author within the emergence and development of this
concept). In short, it was a question of a corporation ensuring that it managed its
operations in a way that produced an overall positive impact on society, and
prospered while doing so (in short, “doing well by doing good”) (Blowfield &
Murray 2008). From a legal point of view, however, the IOC is not a corporation:
it is a non-profit association under Swiss law. As of the 1980s, it nevertheless took
on the image of a trans-national corporation in that it started to generate
considerable revenue from the rights for marketing and broadcasting the Games.
It began to negotiate multi-million dollar contracts with sponsors and television
companies, of which most were multinationals with official social responsibility
policies. Moreover, at the turn of the 20th century the IOC founded companies
(limited liability companies under Swiss law) to manage certain aspects of
sponsoring, broadcasting or the legacy of the Games (IOC Marketing and
Television Services SA, Olympic Broadcast Services SA and Olympic Games
Knowledge Services SA).Today, at the beginning of the 21st century, the IOC
feels obliged - in order to maintain its brand positioning - to envisage a fully-
fledged policy of social responsibility. It is also being encouraged to do so by
certain organisations within the Olympic System (Chappelet and Kübler 2008)
and the United Nations (UN) System which are highly active in this field.
This article thus intends to present the current status of reflection regarding
the social responsibility of Olympism. The first section covers some of what is
already taking place in this area on the part of intergovernmental or non-
governmental organisations, through sport. The second section demonstrates,
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based on the two main streams of research into corporate social responsibility
(CSR), the evolution of the IOC during the 1990s and 2000s towards a
structured social responsibility policy. The conclusion reveals the limitations of
this exercise. 
The Olympic and United Nations systems and CSR
We shall examine, in order, the issues relating to CSR in an Organising
Committee for the Olympic Games (OCOG), a National Olympic Committee
(NOC), an International Sports Federation (IF), after which we will briefly
cover the landscape of the non-governmental organisations (NGOs) that use
sport as a means for development within the framework of the UN’s goals for
the millennium. 
One of the first organisations in the Olympic system to have explicitly
focused on CSR within its activities and communication was the Organising
Committee for the 2006 Olympic Winter Games in Turin (TOROC). Beyond its
commitment to environmental protection, stated during its candidature, the
TOROC acted in a highly responsible way regarding its various stakeholders by
promoting sustainable development, in the widest sense, throughout the Torino
Province territory. From the early days of its existence, it adopted a Charter of
Intentions that covered - in addition to purely environmental questions - the
following points: Responsibility, integrity and transparency; Participation and
dissemination; Non-discrimination and freedom; Solidarity; Minors; Life, health
and safety; Culture (TOROC 2006: 49). During its period of activity, the
TOROC published three Sustainability Reports in partnership with the United
Nations Environment Programme (UNEP). These laudable efforts were
acknowledged in 2004 by the awarding of the ISO 14001 and EMAS (Eco-
management and Audit Scheme) certifications. The TOROC also took part in a
European project entitled “Ethics and Social Values in Sport” in order to
disseminate the values presented in its Charter of Intentions, in collaboration with
the European Olympic Committees and in particular the Italian NOC. These
actions were reflected in the events planned to mark the “Olympic truce” (see later
in this article), notably during the Olympic torch relay in Italy. The Organising
Committee for the 2010 Winter Olympic Games in Vancouver (VANOC)
followed the TOROC’s good example regarding CSR. One of its six performance
goals is moreover stated as social inclusion and responsibility (VANOC 2006).
The United States Olympic Committee (USOC) is without doubt one of
the best financed and staffed NOCs within the Olympic system. Without using
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the expression “social responsibility”, it has been organising numerous
programmes intended for a variety of social strata for many years. The following
programmes can be considered as relevant within the USOC’s notion of social
responsibility: Champions in Life, a community outreach for youth; Citizens
Through Sport Alliance, a joint effort by the school-college-Olympic
community and professional sports leagues to promote the values of citizenship;
F.L.A.M.E. (Finding Leaders Among Minorities Everywhere), an educational
programme concentrating on leadership enhancement opportunities; P.L.A.Y.S.
(Pipeline Leadership for America’s Youth Sports), a proactive and imaginative
approach toward youth development, recruitment and retention, diversity,
outreach, and strategic planning; Team for Tomorrow Fund, a humanitarian fund
through which U.S. athletes offer their assistance and support to those in need
in the United States and around the world; I.C.E.C.P (International Coaching
Enrichment Certificate Program), an educational programme for foreign
coaches. These programmes far exceed the field of national elite sport, which is
the focal point for most NOCs since they lack the resources to do more.
The FIFA (whose official title is in French: Fédération internationale de
football association) is without doubt the IF with the most developed CSR
programme of all these federations that govern their sport at world level; it is
also the wealthiest. As of the 1980s, it instituted the “Goal” programme, aimed
at helping national football federations to finance or build headquarters, training
centres, and football pitches. For the last few years, while continuing this
historical programme, the FIFA has moved from a “charitable giving approach
to a meaningful socially responsible, involved, and committed one“ (FIFA
website, consulted on 2 May 2009). In 2005, the FIFA created a Fair Play and
Social Responsibility Committee and a dedicated internal unit for that purpose
within its administration, based in Zurich, Switzerland. In 2007, it adopted a
policy document entitled: “Football for Hope”, which recommended dedicating
at least 0.7% of FIFA’s revenues to CSR. In this document, the FIFA states the
six social questions towards which it wishes to contribute to resolving: good
governance; environment; children’s rights; peace-building; health promotion;
anti-discrimination and social integration. To do so, the FIFA is collaborating
with the UN, the World Health Organization (WHO) and the NGO Street
Football World, plus regional partners such as Colombianitos in South America.
Initiatives are above all focused on Africa, as the continent that will host the
2010 World Cup. This new strategy has let to the adoption of a new motto: “For
the Game. For the World“ (which replaces “For the good of the Game“).
These social responsibility concerns in the three main types of organisation
within the Olympic System (OCOGs, NOCs and IFs) mainly emerged during
20
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the first decade of the 21st century, in parallel to a growing interest in sport on
the part of the UN and to a considerable number of NGOs beginning to make
use of this medium to promote their cause. This interest was demonstrated by
the nomination, in 2001, of a Special Adviser to the Secretary-General on Sport
for Development and Peace: a post first held by Adolf Ogi, former President of
the Swiss Confederation and maintained by the new Secretary-General of the
UN after Ogi’s departure in 2007. Switzerland thus hosted two conferences on
sport in service of development at Maggligen, in 2003 and 2005. The year 2005
was declared the International Year of Sport and Physical Education by the UN.
Many governmental development agencies (notably those of Canada, Norway
and Switzerland) and numerous NGOs made commitments in this area. The site
Sportanddev lists 131 specialised NGOs (see the list at www.sportanddev.org/
connect/organisations/organisations_list consulted on 2 May 2009). 
One of the oldest of these NGOs is the organisation Right to Play, which
began work in 1994 under the name Olympic Aid. Today based in Canada, it
was in fact founded by Norwegian athlete Johann Olav Koss, the winner of
several gold medals at the Lillehammer Winter Games and then elected as a
member of the IOC representing the athletes from 1999 - 2002. Koss donated
part of his sport revenues to Olympic Aid and encouraged other athletes to
follow suit or to give of their time in order to take an active role in camps in
developing countries where sport is used to remedy problems encountered in
local society. The IOC requested the organisation to change its original name in
2003, but it has continued to be closely associated with the Olympic Games,
notably by approaching athletes at the Olympic villages. For Vancouver 2010,
however, a conflict between one of its sponsors and one of the VANOC
sponsors means that it cannot set up a stand at the village. Although it was clearly
difficult for the IOC to authorise an organisation that it did not control to use
the Olympic brand within its name, this also meant that the IOC missed an
opportunity to demonstrate its genuine commitment to CSR as a pioneer of
the concept, when the organisation was first established in the mid-1990s. 
The IOC’s evolution towards CSR
As already noted, the idea of social responsibility has been deeply rooted in
the Olympic ideal ever since the end of the 19th century. In the 1960s, during
the period in which former colonial countries were becoming independent,
certain IOC members felt that assistance to these new NOCs was necessary
(IOC 2006: 3). An Olympic International Aid Committee was created by the
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IOC in 1962, but was unable to achieve its objective of helping the said NOCs
due to lack of resources. In 1969, the Permanent General Assembly of the
NOCs founded an International Institute for the Development of NOCs. In
1971, the two entities merged to become the Olympic Solidarity Commission,
in order to provide assistance for the development of sport, targeted towards
those countries in Asia, Africa and Latin America who most needed it. By the
end of 1970, this Commission redistributed part of the television broadcasting
rights for the Games that were attributed to the NOCs (i.e. around one-third of
the share that was not attributed to the OCOG for a given edition of the
Games). With Samaranch’s presidency (1980-2001), Olympic Solidarity became
a department within the IOC Administration in 1982 and was active
throughout the world, operating on a continental basis. Its four-year budget
progressed from USD 28 million for the period 1985-1988 to USD 311 million
for 2009-2012. Olympic Solidarity essentially finances sports training and grants
for athletes, coaches and team officials, with the help of the IFs and NOCs
concerned. Although some of these programmes could be considered CSR, the
actions are mainly focused on improving and increasing sports activities among
those with talent rather than the social wellbeing of an entire population. It is
thus more a question of sport development than development through sport. 
At the beginning of the 21st century, and in the wake of the scandal
surrounding the awarding of the Winter Games to Salt Lake City (which led to
the exclusion of ten IOC members for corruption and to reprimands for ten
others) but also as a result of doping and violence in sport, the IOC was
perceived with more circumspection by the media and governments than in the
1980s and 1990s. In 2004, the European Parliament voted in favour of a
resolution requesting the IOC to respect the core rights within labour law
concerning the production of sport equipment and goods, notably with a view
to the Games in Athens (2004) and Turin (2006). In 2007, the Geneva-based
NGO COHRE (Centre On Housing Rights and Evictions) denounced the
displacements and evictions of inhabitants in most Olympic cities since 1988 to
make room for sports or other facilities linked to the organisation of the Games.
In 2008, the European Minister of Sport and representatives of the European
Olympic Committees adopted a declaration on “Social significance and
dialogue in sport” which emphasised the social responsibility of sporting
organisations. In 2008, the organisation Play Fair, which is a coalition of several
organisations, submitted a petition with 12,000 signatures to the IOC to protest
against the working conditions of those producing Olympic souvenirs for the
Beijing Games. All these facts led the IOC to reflect seriously on the necessity
of formulating a genuine CSR policy. 
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Research into CSR has two main streams (Barnett 2007). The first raises the
question “for what are corporations responsible?” It attempts to determine the
social problems that should be causes of concern for corporations. In 1991,
Carroll proposed a pyramid of four main responsibilities (Caroll 1991):
economic, legal, ethical and discretionary or philanthropic (from the base to the
peak of its pyramid).Today, environmental responsibility is frequently added to
ethical responsibility. 
The second stream of research into CSR is that of exploring the individuals
and entities for which corporations are socially responsible. Following work by
Freeman (1984) and Maignan et al (1999), it has been acknowledged that
corporations are no longer only responsible to their owners and shareholders,
but also to their stakeholders. There are numerous typologies of the stakeholders
in a corporation: for example that by Clarkson (1995), Harrison and St-John
(1996), Mitchell et al (1997) and Agle et al (1999). We shall use that by Maignan
and Ferrell (2003), which distinguishes four main categories of stakeholders:
shareholders, employees, clients, and communities.
In 2005, within the framework of an internal audit entitled BOOST
(Building On Olympic Strengths), the IOC Administration drew up a map of
its stakeholders, shown below (Fig. 1). 
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Fig. 1. IOC Administration stakeholders - Source: BOOST 2005 (IOC 2009)
The many stakeholders shown in Fig. 1 can be divided into the four
categories proposed by Maignan and Ferrell (2003). Within that of
“Shareholders”, we can include the (voluntary) IOC members although they are
not owners of the organisation in the classical sense of the term. Coubertin
designated them as the trustees of the Olympic ideal. We can also include the
NOCs and Olympic IFs, which are recognised by the IOC and receive a
portion of the revenues from the Games in exchange for their services in kind,
provided in order to hold the Games: sending a team (NOCs) or supervising the
Olympic competitions (IFs). 
In the “Employees” category, we find the staff of the IOC Administration
and, indirectly, those working for the various stakeholders. The personnel of the
Court of Arbitration for Sport (CAS) and of the World Anti-Doping Agency
(WADA) can to some extent be considered as IOC stakeholders in the
“Employees” category since the IOC provides most (for the CAS) or half
(WADA) of the budgets for these legally independent entities. 
In the category “Clients” - direct or indirect - we group together the
OCOGs (which obtain a kind of franchise from the IOC in return for a large
percentage of the Games revenues), the sponsors, suppliers and licensees (who
purchase the right to associate their brand with the Olympic/Games brand or
to reproduce it on merchandise), the television companies (who purchase the
right to broadcast the Games) and the spectators (who purchase tickets to attend
the Olympic competitions).
Finally, within the “Communities”, we can unite the populations of the
cities and regions that are candidates for, and then hosts, of the Games, the
governments of territories that organise them (and that host the IOC
Headquarters in Switzerland), intergovernmental organisations (UN, European
Union, Council of Europe, etc.) and the sport NGOs. In terms of groups of
people, we should add the Olympic athletes, officials and fans plus communities
of journalists, scholars, students or collectors interested in the Olympic
phenomenon. Olympic CRS should address, as a priority, these vast
communities that are important for the IOC’s reputation and legitimacy, and
thus for maintaining the Olympic brand. 
If we move onto the various types of responsibility, we can distinguish -
using the pyramid developed by Caroll (1991) - five main areas. First of all, the
IOC’s economic responsibility must be stressed: in addition to its own
functioning it contributes to the financing of the NOCs (through Olympic
Solidarity), of the IFs (by allocating a portion of the broadcasting and marketing
rights income), and also to the WADA and the CAS (see above). This economic
responsibility is relatively new to the extent that the amounts paid by the IOC
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became vital for certain entities as of the 1990s (notably the IFs for the “smaller”
sports and NOCs without resources of their own). 
The IOC’s legal responsibility towards the OCOG (with which it signs a
“Host City Contract” of several hundred pages), the sponsors, and the television
companies (that buy association or broadcasting rights and thus enter into
extremely detailed contracts) has developed considerably since the 1980s. These
contracts all mean that a possible cancellation of an edition of the Games or a
major change thereto would be extremely problematic from a legal point of
view and would, of course, imply tremendous financial consequences. It was for
this reason that as of 2001, the IOC has been creating a reserve fund aimed at
being able to operate without revenues for four years. It has also frequently taken
out partial insurance against the cancellation of the Games.
The IOC’s ethical responsibility is based on the classical principles of no
racial, sexual or political discrimination, equality of competition conditions, fair
play, etc. Although it has been present since its foundation, the IOC’s ethical
responsibility has increased to a considerable extent since the 1990s, when the
scourges within sport became more widespread and more public. Since various
scandals were revealed (doping in the Tour de France, or corruption linked to
the awarding of the Games to Salt Lake City - both of which arose in 1998),
public opinion holds the IOC even more responsible for “clean sport”. The IOC
must notably ensure that the Olympic competitions are above all suspicion and
that the governance of the Olympic movement is sound. As of 2001, the IOC
President has called for a policy of “zero tolerance” regarding doping and
corruption.
Respect for the environment is among the stated ethical responsibilities of
the IOC, following the “white-green“ Olympic Winter Games in Lillehammer
and the Centennial Olympic Congress, both in 1994. It was in this period that
the IOC realised the importance of environmental issues for the host cities and
regions of the Games, and made the environment the “third pillar” of Olympism
along with sport and culture (Chappelet 2008). Today, this responsibility has
spread to the notion of sustainable development and legacy for the Olympic
territories, in co-operation with the OCOGs. It has taken the form of greater
attention being paid to these questions, notably when the Games are awarded.
Finally, the IOC’s discretionary or philanthropic responsibility is also fairly
recent, since its financial resources were somewhat limited until the 1980s. We
can date this aspect of its responsibility from the beginning of the 1990s and the
signature of several co-operation agreements with certain UN agencies such as
the UN High Commissioner for Refugees (UNHCR), the International
Labour Organization (ILO), the United Nations Children’s Fund (UNICEF), or
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the United Nations Development Fund (UNDF) (Chappelet & Kübler 2008:
112). This approach led the IOC to donate equipment and food to the city of
Sarajevo and to contribute towards the reconstruction of certain Olympic
facilities destroyed by the civil war in the Bosnian city ten years after the 1984
Games held there. Other humanitarian work followed as of 1996, notably in
Africa, in co-operation with the UNHCR, in order to provide sports activities
and basic equipment in the camps. 
The IOC’s history since 1980 reveals a gradual evolution of its approach to
CSR: from an ethical responsibility to a more general one encompassing the
various levels of Caroll’s pyramid. The early years of Juan Antonio Samaranch’s
presidency (1980-2001) above all focused on taking two social questions into
account: the role of women in sport, and sport for the disabled. Samaranch
developed the participation of women athletes in the Games to a considerable
extent (Toohey and Veal 2007: 194-221). He ensured that women were co-
opted as IOC members as of 1981 and in 1996 proposed a quota to be achieved
of women in the various governing bodies of the Olympic Movement (10, and
then 20%). Samaranch also developed co-operation with the Paralympic Games
which, as of 1988, took place at the same facilities as the Summer Games, a few
days after the latter closed. As recalled above, he introduced environmental
responsibility during the 1990s and published an “Agenda 21 for the Olympic
Movement” in 1999, which was very much ahead of its time in the world of
sport (Chappelet 2008). As of the early 1990s, the theme of peace - one that was
dear to the founders of the IOC (Quantz 1993) - returned in force with the
renovation of the tradition for an Olympic Truce, via resolutions adopted by the
UN General Assembly every two years, as of 1993, with a view to the Games
the following year. 
Jacques Rogge, Samaranch’s successor, was less convinced about the role
that could be played by the IOC regarding world peace and international policy.
He preferred to devote the early part of his presidency to questions of good
governance for the IOC and of the Olympic System in terms of its economic,
legal and above all ethical responsibility. Promoting Olympic values became a
central theme. He also focused on protecting athletes during their sports career
(making the fight against doping a priority) and after they had ceased
competition (by a concern for their reorientation, mainly via the Athlete Career
Programme that is sponsored by Adecco, a multinational corporation that is
active in human resources management). Environmental responsibility remained
a current focus, notably through the issue of the legacy of the Games. 
Rogge also developed the IOC’s philanthropic responsibility by setting up
the “Giving is Winning” campaign at the Athens (2004) and Beijing (2008)
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Games (with the UNHCR), and by donating humanitarian equipment to
Darfur (with UNICEF and the International Committee of the Red Cross).
Under his presidency, the IOC has launched public / private partnerships aimed
at building multi-sports facilities under the name of Olympic Sport for Hope
Centres, and inaugurated a pilot project in Zambia in 2007. Here, we should
note the similarity with FIFA’s Football for Hope project mentioned in the first
section of this article. Rogge also decided to donate large sums for the victims
of the tsunami in 2006 (USD 1 million), following the fire in Olympia in 2008
(USD 0.25 million), and after the Sichuan earthquake which took place shortly
before the 2008 Beijing Games (USD 4 million). Sports tournaments were
financed and organised with UN Peacekeeping Missions in Kinshasa (Congo)
and Monrovia (Liberia) (Wasong 2008: 373). All these activities were presented
in a special issue of the Olympic Review dedicated to the subject (April 2007). 
As of 2008, the IOC has been attempting to integrate CSR into its overall
strategy in a better way. CSR has become an “essential corporate programme”
within its 2009-2012 Corporate Plan: goal 3 (out of 4): “Leverage the IOC’s role
as an opinion leader to bring to life Olympic values through specific
programmes and promote sport in society, particularly grassroots sport, paying
special attention to younger generations.“ (IOC 2009). The IOC has adopted
several objectives to work towards an integrated CSR policy: to act as a role
model (for instance by being certified as an EcoEntreprise©); to be a thought
leader for the Olympic Movement (for instance by organising the IOC Forum
on Sport, Peace and Development in May 2009); to promote positive legacies in
host communities (for instance by learning from OCOGs’ experience); to
clarify its strategies on partnerships with UN agencies. In the years to come,
these objectives should culminate in a “CSR platform” for the Olympic System,
which should constitute a policy document that is as significant as the 1999
Agenda 21 for the Olympic Movement in the area of sustainable development.
It is clear, however, that the IOC no longer possesses the clear lead it had in the
1990s with its - somewhat uncoordinated - projects such as Olympic Aid or the
reconstruction of the Olympic ice rink in Sarajevo, even though these activities
had the merit of being pioneering.
Conclusion
CSR is clearly a new frontier for the IOC within its quest for an eminent
role within the international system: one that began from its very foundation at
the end of the 19th century but that has gathered considerable speed since the
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beginning of the 21st century. The IOC is not a corporation, and does not have
such massive resources as a large company (its annual budget is around USD 100
million, excluding Olympic Solidarity). It is nevertheless frequently perceived as
being rich by its main, community stakeholders, i.e. the elite athletes, Olympic fans
and the populations of the regions hosting the Games. It therefore needs to
demonstrate to them that it will not simply be contented with the desire to place
sport in service of society, as stated in the Olympic Charter, but that it makes a
concrete contribution towards doing so, in the form of socially responsible actions
both at Olympic sites and beyond them, and which go further than the long-
established work of Olympic Solidarity and its assistance to the NOCs.
The riots in Tibet in March 2008 and the chaotic Olympic torch relay for
the Beijing Games that followed in the western world (Olympia, London, Paris,
San Francisco, and Canberra) nevertheless revealed the limits to Olympic social
responsibility. The media and the public openly and harshly criticised the IOC
for having awarded the 2008 Games to the Chinese Capital, and above all for
failing to take a stance regarding the human rights situation in the country, for
fear of angering the Chinese government a few months prior to the opening
ceremony. The various efforts undertaken by the IOC to develop CSR since
2000 were of little help in the face of political arguments evoking a higher
ethical responsibility and holding the IOC responsible for “building a better
world”, according to the very words of the Olympic Charter - words that
certain athletes wished to use on badges during the Games (but were forbidden
to do so by the IOC). 
The massive Sichuan earthquake in May 2008 relieved media pressure on
the IOC and permitted the Games to take place without obstruction.
Nevertheless, the events linked to Tibet (or in Darfur, highlighted by the Save
Darfur organisation in 2007) show that CSR on the part of the IOC is often
dominated by its economic and legal dimensions, which at times take
precedence over ethical, environmental or philanthropic ones. Indeed,
international sport organisations cannot place their core product at risk, i.e. the
production of sport mega-events such as the Olympic Games or the football
World Cup, for the sake of an extended view of CSR. 
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Corporate social responsibility (CSR) is playing an increasingly important role
in business today. Some authors describe CSR as a set of actions aimed to further
some social good, beyond the explicit pecuniary interests of the firm, that are not
required by law (Carroll, 2000; McWilliams & Siegel, 2000) and as “practices that
improve the workplace and benefit society in ways that go above and beyond what
companies are legally required to do” (Vogel, 2005, p. 2). In this paper, we argue
that environmentally responsible business practices are an element of CSR in that
they are often initiated for reasons other than to make a firm money (but
sometimes do), they are not (always) required by law, and they benefit society. The
focus of much of the research on CSR has been on identifying the relationship
between financial and social performance. Although the specifics of this link remain
unclear, the research points to a positive relationship (Margolis & Walsh, 2003).
Rather than focusing on this relationship, this paper follows a call by Margolis and
Walsh to explore contextual influences that lead organizations to be socially
responsible – focusing specifically on corporate environmental responsibility.
Although CSR practices have drawn substantial interest by practitioners and
academics, the motives driving those practices have received little attention in the
academic literature – particularly from an empirical perspective. Indeed, as
Williamson, Lynch-Wood, and Ramsay (2006) argued, there is a lack of work
examining the causal drivers of environmental behavior, particularly for small and
medium sized businesses (i.e., firms of less than 500 employees) and that we need to
better understand the mechanisms that foster how and why firms behave
environmentally. Additionally, given changes taking place in society regarding the role
businesses play in addressing social issues, Vidaver-Cohen and Simcic Brønn (2008)
argue that the parameters of legitimacy for many businesses have changed in the new
millennium, and that there may be both moral and strategic imperatives for corporate
efforts to strengthen the communities in which they operate. They thus explain that
motives for engaging in CSR may be changing (from a peripheral practice to a more
strategic function and embedded into the values of the organization) and that the
motives and role CSR plays in business needs to be reexamined. 
Major league professional sport in North America is an industry in which CSR
is playing an increasingly important role (Babiak & Wolfe, 2006, 2009; Sheth &
Babiak, 2010), and has begun to turn its attention to issues regarding the impact
professional sport teams and leagues have on the natural environment. Examining
CSR behaviors focusing on the environment and the forces leading to the adoption
of these efforts in major league professional sport offers a unique opportunity to
contribute to the academic body of knowledge on CSR. Given the growing role of
environmental sustainability as a focus for corporations across diverse industries, the
purpose of this paper is to explore the diffusion of green CSR practices, and to
uncover the motives leading major league professional sport teams and leagues to
behave in an environmentally responsible manner. Given that these practices are
relatively new in professional sport, this exploratory research was guided by the
following questions: i) to what extent is environmental CSR being addressed by
sport organizations?; ii) what external conditions and internal pressures lead
companies in professional sport to address the environment as a priority?; and iii)
how do the external conditions/internal pressures and the motives reported
determine the types of environmental initiatives adopted? By studying these issues
in depth, we hope to contribute to our understanding of the adoption and diffusion
of environmental responsibility within and outside, sport. 
Literature Review
Motives for engaging in CSR
The topic of CSR is receiving growing attention in the academic literature
as the role that CSR plays in business has grown (Campbell, 2007; Gouldson,
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2006; Margolis & Walsh, 2003; Orlitzky, Schmidt, & Rynes, 2003; Siegele & Ward,
2007). Although academicians have tended to focus on identifying the link
between financial and social performance (Margolis & Walsh, 2003), consistent
with the approach adopted in this paper, Campbell (2006, 2007) argues that there
are a number of mitigating factors in the relationship between organizations and
society which help to shed light on the question of why companies would behave
in socially responsible ways. Campbell (2007) believes that we need to “pay more
attention to the institutional mechanisms that may influence whether
corporations act in socially responsible ways or not” (p. 946). His work is grounded
in institutional theory which is concerned with how organizations seek legitimacy
within a given environment and attempt to become isomorphic with these
environments (DiMaggio & Powell, 1991; Meyer & Rowan, 1977; Scott, 2008;
Tolbert & Zucker, 1996), and which he suggests may be useful in understanding
the adoption and implementation of CSR behaviors in business. 
Matten and Moon (2008) noted that particularly with CSR, the “motives
of managers, shareholders, and other key stakeholders shape the way
corporations are governed…and institutional theory brings interdependencies
between and interactions among stakeholders into the analysis, which is vital to
understanding CSR, given its societal orientation” (p. 406). Institutional
theorists (Campbell, 2007; Doh & Guay, 2006; Galaskiewicz & Burt, 1991;
Matten & Moon, 2008; Scott, 2008) have suggested that several relevant
institutional forces may be at play in determining the level to which a company
may adopt socially responsible business practices. In fact, institutional forces
influencing CSR may result in the homogenization of institutional
environments. These changes are expressed in regulative, normative, and
cognitive processes leading to increasingly standardized and rationalized
practices in organizations across and within industries (DiMaggio & Powell,
1991; Scott, 2008). As Matten and Moon (2008) state “The key argument is that
organizational practices change and become institutionalized because they are
considered legitimate” (p. 411). 
Suchman (1995) discusses legitimacy as the “generalized perception or
assumption that the actions of an entity are desirable, proper, or appropriate
within some socially constructed system of norms, values, beliefs, and
definitions” (p. 574). Suchman suggests “Legitimacy affects not only how people
act toward organizations, but also how they understand them. Thus, audiences
perceive the legitimate organization not only as more worthy, but also as more
meaningful, more predictable, and more trustworthy” (1995, p. 575). The CSR
/ business connection suggests that attaining legitimacy may improve a
company’s ability to compete for resources, garner stakeholder approval (Rao
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1994), and provide a bank of goodwill during times of crisis (Deephouse &
Suchman, 2008; Godfrey & Hatch, 2007). 
Because of this link with legitimacy, institutional theory has been discussed as an
appropriate lens through which to explore CSR (Campbell, 2006, 2007; Doh &
Guay, 2006; Matten & Moon, 2008). Campbell (2007) asks whether the motives
driving CSR are “purely voluntary and dependent on having honorable people in
charge, or is there something more to it?” (p. 952), and provides several theoretical
propositions as to why companies might be driven to engage in CSR in light of
institutional theory. Specifically, he argues that a number of broad institutional and
economic conditions determine whether CSR behavior is likely to occur. He
suggests that corporations will likely act in socially responsible ways if strong and well-
enforced regulations are in place, along with well-organized and effective industrial
self-regulations (Campbell, 2007). In addition, conditions which provide for
monitoring corporations’ behaviors, such as independent organizations or the media
are considered favorable for ensuring responsible behavior. The likelihood of acting
responsibly increases when normative standards, widely accepted by society, support
such behaviors. Lastly, corporations’behaviors are affected by how community leaders
and other stakeholders perceive their efforts and whether they engage in
institutionalized dialogue among each other. The importance of these institutional
conditions is that they influence corporations’ motivation behind adopting socially
responsible behaviors, which in turn may lead to short- and long-term benefits not
only for a particular corporation (i.e., legitimacy) but for society as a whole.
While the quest for legitimacy may be a strong motivator for organizations to
engage in CSR, other plausible explanations should also be considered. In much of
the literature, CSR has been treated as being separate from more traditional,
strategic initiatives and outcomes. There has, however, been some recent work
pointing to the potential synergy between social and financial performance.
Prominent among such work is that of Bruch and Walter (2005) and Porter and
Kramer (2006) which argued for a more closely aligned fit between a company’s
core strategy and its CSR efforts. These scholars contend that it is appropriate for
CSR activities to contribute to an organization’s bottom line and, further, that
efforts that contribute to societal beneficiaries and enhance business performance
will be more sustainable and add more value for both society and the corporation. 
Vidaver-Cohen and Simcic Brønn (2008) predicted that there would be
changes in motives for businesses engaging in CSR worldwide, some associated
with moral/normative legitimacy concerns, others with more pragmatic
objectives. Along the same lines, Fombrun, Gardberg, and Barnett (2000) believe
that companies are increasingly coming to the realization that a strategically-
integrated CSR portfolio “helps a company build reputational capital ... By
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doing good, managers generate reputational gains that improve a company’s
ability to attract resources, enhance its performance and build competitive
advantage” (p. 105). A number of theorists have argued that companies would
be motivated to adopt an industry-driven strategic approach to CSR, focusing
on activities that expressed special industry competencies while simultaneously
strengthening their communities, and that intersectoral partnerships with non-
governmental organizations (NGOs) and government agencies may help
companies more effectively accomplish social goals (Vidaver-Cohen & Simcic
Brønn, 2008; Waddell, 2000; Waddock & Smith, 2000). 
Management, CSR, and the environment 
Recent research has examined the adoption of environmental management
practices by organizations (c.f., Sarkar, 2008; Wahba, 2008; Welford, Chan, &
Man, 2007; Williamson, Lynch-Wood, & Ramsay, 2006). These authors have
noted that companies are increasingly paying attention to their impact on the
natural environment and adopting management practices to ameliorate or
reduce their negative impact on the environment. 
The natural environment is increasingly being viewed as a pillar of CSR.
Research on CSR and environmental sustainability in the management
literature is converging because of their shared environmental, economic, and
social concerns (Montiel, 2008). In 1995, Shrivastava identified a shift in
businesses to ‘ecocentric’ management, highlighting an increase in ecologically
sustainable organization–environment relations. Organizations in the ecocentric
paradigm “establish harmonious relationships between their natural and social
environments. They seek to systematically renew natural resources and to
minimize waste and pollution” (Shrivastava, 1995, p. 940). A number of variables
have been used to identify and assess environmental responsibility (ecocentric
management) including the existence of pollution abatement programs, the
extent to which an organization conserves natural resources, involvement in
voluntary environmental restoration, eco-design practices, or the systematic
reduction of waste and emissions from operations (Montiel, 2008). 
Montiel (2008) suggested that current research seems to show a shared
environmental and social concern for activities addressing environmental
responsibility. Regulatory compliance and social responsibility to address
environmental impacts are components of corporate environmental
management, which Montiel argues, is driven by legal and/or social sanctions.
However, the underlying thread in the literature on environmental strategy is
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that through a complex web of constituents, whether customers, shareholders,
investors or employees, environmentalism becomes transformed from something
external to the market environment to a core objective of the firm. A “gradual
transition from environmental management to more comprehensive
environmental strategy” is evident from the literature (Sarkar, 2008 p. 290). 
In recent years, the environment has been one of the factors of greatest
interest in terms of the market’s attitude toward CSR (Bird, Hall, Momente, &
Reggiani, 2007; Wahba, 2008). Indeed, some authors report an improved
financial performance as a result of environmental performance development
(Klassen & McLaughlin, 1996). Welford, Chan, and Man (2007) and Kassinis and
Vafeas (2006) also found the environment to be the most important concern for
stakeholders in a company’s CSR efforts, thus placing the environment on the
agendas of most firms. Companies with executives who perceived “shareholders,
regulators, communities and to a lesser extent employees as important in their
environmental decision-making, were less likely to be the target of
environmental litigation and suffer a smaller number of convictions” (Kassinis &
Panayiotou, 2006, p. 76). In addition they found that these companies performed
better financially and built stronger relationships with the communities in which
they operate. Another perspective of a corporation’s role in environmental
management suggests that top management’s green commitment is a factor,
among others, influencing the formulation of different types of corporate
environmental practices (Lee & Ball, 2003). This latter perspective presents an
internal view of explaining some of the key variables affecting decisions
associated with the adoption and direction of corporate greening strategies. 
CSR, Sport, and the Environment 
The landscape of North American professional sport has changed
dramatically over the past 25 years. While little empirical research has been
conducted on the intersection of CSR and sport, one look at a professional
sport team’s webpage and other communication vehicles indicates that CSR has
become an important part of these organizations’ business operations. Although
sport teams have been involved in their local communities for decades, we know
little about the relevance, importance, and impact of socially responsible
practices to the organizations themselves, to the individuals they intend to
benefit, and to the league governing bodies. Professional sport in North America
is a rich context in which to study CSR because all organizations in the industry
are involved in such efforts. While some leaders of sport organizations believe
that “doing good is the right thing to do”, others believe that “doing good is
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good business” (Mintzberg, 1984), being motivated by pragmatic, traditional
business, outcomes (e.g., to counter negative media scrutiny, and to be good
corporate citizens worthy of desired tax breaks and subsidies from government
(to build or refurbish stadia, build access roads)). Further, and perhaps more
importantly, there has been little academic/empirical research conducted in the
area, leaving an opportunity to contribute to theory and to practice. 
Academic consideration is now being given to the unique context in which
sport operates and some authors argue that the nature and role CSR plays in
sport may be different than in other industries (Babiak & Wolfe, 2006, 2009;
Brietbarth & Harris, 2008; Sheth & Babiak, 2010; Smith & Westerbeek, 2007).
Smith and Westerbeek (2007) for instance, claimed that sport, broadly defined,
has a number of unique factors that may positively affect the nature and scope
of partner corporations’ CSR efforts including: mass media distribution and
communication power, youth appeal, positive health impacts/association, social
interaction, and sustainability awareness. 
A professional sport team’s day-to-day activities (powering a venue, traveling,
maintaining fields/grounds) often require heavy amounts of energy consumption,
so it has been argued that green practices can make a substantial positive impact
on the environment (Covello, 2008). Although the connection between the
environment and sport is apparent, the academic literature on that relationship is
scant. Scholarly work has mostly been focused on outdoor recreational sports and
their impact on the ecosystem (Font, Yale, & Tribe, 2001; McMillan, Nekola &
Larson, 2003; Muller, Rusterholz & Baur, 2004; Shively, Pape, Mower, Zhou,
Russo & Sive, 2008). The literature on professional sport and the environment is
even more scarce. Some research has addressed the environmental problems
associated with large scale sport events, such as the Football Association Cup Final
(Collins, Flynn, Munday, & Roberts, 2007). This work describes the ecological
footprint of a mega sport event, and illustrates the importance of addressing
environmental management practices in sport. As a starting point, this paper will
examine professional sport in North America, in particular the environmental
initiatives and programs professional sport teams and leagues have established in
their effort to raise awareness, improve efficiencies in their operations, and to fulfill
their corporate social responsibilities in this area.
Method 
To understand the extent to which environmental practices are adopted and
the motives driving corporate environmental responsibility, we investigated
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teams in four professional sport leagues in North America, i.e., the: National
Basketball Association (NBA), National Football League (NFL), Major League
Baseball (MLB) and National Hockey League (NHL). 
Data Collection
We used three primary approaches of data collection which provided an
opportunity for triangulation (Denzin & Lincoln, 2005). First, we examined
media coverage of professional sport team and league involvement in the
environment. We included media reports related to professional sport and their
environmental initiatives from 2000 until 2008. We explored newsprint,
magazine, and periodicals from the top 20 US daily newspapers by circulation
(Newspaper Association of America, 2009) by conducting a Lexis-Nexis search.
Key search terms included: environment, environmental, green, go green, going
green, eco-friendly, recycle, carbon, carbon footprint, NFL, NHL, NBA, MLB,
football, baseball, basketball, hockey, facility, stadium, environmental impact,
effort, initiative, sustainable, sustainability. This search resulted in a total of 56
reports which were categorized on a yearly basis to identify any growth in
media awareness on this issue in general. Media data sources have been found to
offer rich insight into institutional matters such as legal violations and sanctions,
the adoption and implementation of new initiatives, and the formation of
partnerships which can be useful for studying institutional processes (Barley &
Tolbert, 1997). 
Semi-structured interviews were conducted with 17 team and league senior
executives who were all knowledgeable and involved in the decision making for
their team’s or league’s environmental efforts. Table 1 indicates the breakdown
of team/league executives and partner informants. 
The interviews ranged from between 30 minutes to 1.5 hours. These
interviews were conducted by both authors, some in person and others via
telephone. Respondents answered questions pertaining to the motives behind
their organization’s involvement in environmental initiatives. Each interview
was based on the seminal question of our research: “Why is your organization
concerned about the environment?” We then further questioned the
interviewees concerning the motives behind adopting environmental initiatives,
which stakeholders placed these expectations on them, and what benefits and
advantages sustainability-related efforts provide to their organization.
Participants were also encouraged to discuss the challenges and barriers that they
perceived regarding implementation of their organizations’ environmentally-
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friendly efforts. The interviews allowed for an in-depth understanding of the
participants’ perspectives concerning their organization’s involvement in
environmental initiatives. The interviews were audio recorded, transcribed
verbatim, and reviewed by the authors and sent to the participants themselves
for to be reviewed for accuracy and clarity. 
Finally, we analyzed organizational web pages. The web pages provided further
support and clarification of the information gathered during the interviews.
Further, they provided a more detailed content of the increase in adoption of
environmental practices and the nature and types of efforts and initiatives
professional sport teams and leagues undertake regarding environmental
responsibility. We analyzed all team and league web pages at three different time
periods for self presentation of environmental involvement/awareness programs.
There are a total of 122 professional teams in the four leagues examined in this
research. Team involvement in environmental initiatives was classified as either
low engagement or high commitment (Greenwood, 2007). Low engagement efforts
are initiatives which are not sustained (i.e., an ‘Easy to Be Green’ night, or
‘Carbon Neutral’ games), which serve to highlight particular circumstances (i.e.,
Earth Day), or which were initiated and promoted through a player or his own
foundation (e.g., the Steve Nash Foundation). High commitment efforts are
initiatives that teams have started that are ongoing, that require substantial
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Table 1. Breakdown of study respondents  
League # of Respondents Positions 
NBA 5 4 – Community Relations Directors (Team) 
1 – Sr. VP of Community Relations (League) 
NFL 4 1 – Sr. Director of Marketing (League) 
1 – Environmental Director (League) 
1 – Sr. Director of Marketing (Team) 
1 – Community Relations Director (Team) 
NHL 3 1 – Sr. VP of Community Relations (League) 
2 – Community Relations Directors (Team)
MLB 5 1 – Sr. Director of Marketing (League)
1 – Sr. VP of Community Relations (League)
2 – Community Relations Directors (Team)
1 – Director of Operations / Facility (Team) 
TOTAL 17 
resources (financial, human, technological), and/or that focus on broad
organizational operations (e.g., the Houston Astros’ company-wide greening
initiative, Washington Nationals’ environmentally certified stadium). All team
and league websites were examined three times (at four-six month intervals,
over a one year period) to identify any changes occurring in reported
involvement in environmental matters. 
Data Analysis 
Media data were content analyzed to identify the key issues of concern in
the media and the key stakeholders involved in the public discussion of
environmental sustainability in professional sport. We then plotted the dates of
publication of the articles to examine any changes in scrutiny on the topic
between 2000 and 2008. The media information also provided context
regarding the type and extent to which particular teams and leagues are
engaging in environmentally friendly practices. 
All relevant interview transcripts were analyzed using Atlas.ti, a qualitative
software analysis program. Initial coding was conducted by both authors, with
codes derived from the CSR and environmental management literature.
Recurring themes identifying the motives behind the adoption of
environmental management efforts in professional sport emerged; the codes and
themes were then reviewed, confirmed, and if necessary revised by the authors.
All textual data were then analyzed once again with the revised codes. Any
questions or issues regarding coding were discussed, debated and agreed upon
by members of the team during research meetings. During the analysis process,
the themes which emerged represented a number of perspectives which were
found to be particularly relevant. A final code book including codes for all
environmental responsibility motives was created. The interview transcripts and
documents were then reanalyzed with the updated codes by the research team
and then a final review for consistency and accuracy was conducted. 
Results and Discussion
Given the close connection between the media and professional sport in
North America and the scrutiny under which teams and leagues are watched by
the media, we argue that changes in management practices within sport teams
and leagues will be reported in the media. To this end, our investigation into the
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media reporting of green initiatives in sport found that between 2000 and 2008
the number of media reports on the topic increased substantially. Figure 1 clearly
demonstrates the increase in the number of articles written about the
environment in professional sport. We found no media reporting on the topic
between 2000 and 2002. During the period between 2006 and 2008, we see a
substantial increase in the number of articles written about professional sport and
eco-friendly management practices, with 27 articles published in 2008 alone.
A content analysis of the nature and focus of the reporting of these media
files indicates that 69% of the articles focused on facilities and their green design,
construction, renovation, or operation, and 31% focused on team outreach and
awareness initiatives. In addition to the top 20 newspapers’ attention on the
topic, two of the most influential sport reporting outlets each had special issues
on sport and the environment during this time: Sport Business Journal (the top
source for sport business news and widely read by senior sport executives) had
a special issue on green entitled: Finding Growth in Green (published in
November, 2008), and Sports Illustrated had a special issue on professional sport’s
impact on the environment entitled Going, Going, Green, featured in March
2007. These two influential sports media outlets addressing sport and its impact
on the environment are further evidence of the increasing focus on the issue. 
Another indicator of the increased attention professional sport teams and
leagues are paying to the environment is the extent to which these efforts are
communicated on an organization’s website. Esrock and Leichty (1998, 1999)
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Figure 1. 
Media Reports on Professional Sport and Environmental Management 
in Top 20 US Newspapers
note that corporate websites allow companies to engage in multi-stakeholder
dialogue and to promote a socially responsible image to current and existing
consumers, which is a practical challenge of CSR communication. Kampf
(2007) found that US companies may be more reliant upon corporate websites
(than companies in other countries) to promote their CSR activities in detail
due to the differences in expectations rooted in the cultural system. Particularly
given the strong allegiances of fans and the connection between team and
community, this would be an appropriate vehicle for a team or a league to
communicate their efforts in this area. The team web page analysis suggested that
between four and six month intervals, the number of teams who designed and
/ or implemented new initiatives addressing environmental issues grew
considerably. Our initial analysis in July 2008 indicated that between five and 11
teams in each league (the number of teams/league varies from 30 in the NBA,
MLB, and NHL to 32 in the NFL) were profiling their environmental initiatives
on their company websites. Some teams highlighted their environmental efforts
directly on their community relations section of the company web page, while
others outlined efforts in this area in press releases, or in annual reports. Five
months later (January 2009), we found an increase in the number of teams with
website environmental messaging. Finally, the most recent website analysis (April
2009) showed that more teams had adopted environmental practices with
between 12 and 23 teams in each league profiling environmental initiatives on
their websites (see Figure 2). 
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Figure 2. Website self presentation of involvement in environmental CSR
From this website examination, we also assessed the extent to which teams
were involved in high commitment efforts or low engagement initiatives related
to the environment (or not involved at all based on website reports), and how
that involvement has changed over the period of analysis. Table 2 identifies the
shifts in emphasis on teams reporting environmental involvement. We notice a
strong trend in this table; i.e., that both low and high commitment activities
increase in each league, over the year. We can see as well that teams more slowly
engage in high commitment activities – likely due to the substantial investment
of organizational resources needed to do so. Teams may be more likely to, at least
initially, address environmental responsibility in low engagement activities. These
types of activities may allow teams to assess feedback and response from
stakeholders such as customers, partners, and local communities before making
a decision to invest more substantial resources into high commitment CSR
activities. Several of the teams involved in low engagement activities indicated
on their web pages their intentions to move to more high commitment efforts
(e.g., in the process of establishing partnerships with solar panel companies, or
waste management companies). 
Motives to be Green
The preceding discussion highlighted the growth and diffusion of
environmentally responsible behavior in sport. A second objective of this
research seeks to explore what may be motivating professional sport teams and
leagues to address environmental responsibility. Our interview data indicated
that professional sport executives considered multiple motives for engaging in
environmental CSR, primarily including seeking legitimacy by conforming to
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Table 2.
Website data indicating adoption of low engagement and high commitment
environmental practices in North American professional sport teams
NBA NFL NHL MLB 
HC* LE** HC LE HC LE HC LE 
Time 1 2 3 3 4 3 3 5 6 
Time 2 3 5 4 5 4 5 8 11 
Time 3 4 8 7 10 7 6 12 11
* HC – High Commitment ** LE – Low Engagement
institutional pressures and expectations (i.e., normative, coercive, and mimetic)
as well as taking advantage of the strategic opportunities offered through these
types of activities. Executives interviewed also considered the opportunities
sport leagues and teams had for making a greater impact on their chosen causes
(in this case the environment) given their unique resources. While the data
indicated that attaining legitimacy was viewed as important by executives, the
strategic motives for engaging in environmental CSR activities in sport by far
outnumbered the legitimacy motives (see Table 3). 
Table 3 also highlights representative quotations from the executives we
interviewed in each of the categories (i.e., legitimacy motives, strategic motives). 
Our data indicated that corporate environmental responsibility is something
to which sport organizations are increasingly paying attention from a strategic
perspective. It appears that sport teams are recognizing that their operations have
a significant negative impact on the environment, and that by proactively
addressing these actions, they may be averting legal recourse, saving money, as
well as building stronger relationships with key stakeholders such as customers,
fans, local communities in which they operate, local, state, and federal
governments, and corporate partners. Thus, being environmentally conscious
may in fact be good for business. These findings support those of Williamson,
Lynch-Wood, and Ramsay (2006) who showed that factors related to the
performance of the business (i.e., cost reductions and efficiencies) and regulation
considerations motivated environmental CSR. 
As the data presented in Table 3 suggest, these strategic motives for engaging
in environmental CSR activities are thought to provide professional sport teams
with advantages in different areas (i.e., enhancing reputation, addressing
demands and expectations of customers, mitigating negative media reports, and
developing a stronger network of partners resulting in deeper linkages into the
communities in which these teams and leagues operate). Our respondents, thus,
indicated that addressing green management issues allowed them to
simultaneously be good citizens and contribute to their business objectives (in
this case, green management was viewed as a CSR practice which could
positively impact the bottom line). A number of executives discussed the cost
savings associated with being environmentally conscious in facility operations in
particular. Turning off lights at practice and game facilities, adjusting the
thermostat, and using solar or wind power were all identified by respondents as
substantial cost saving measures. 
Consistent with Austin (2003), we also found evidence that the creation of
strategic collaborations is a strong motivating force to address environmental
CSR. Most of the executives identified the potential financial opportunities that
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green management provided them through nontraditional partnership or
marketing channels – like linking with corporate sponsors that have an interest
in the environment, or establishing relationships with partner experts to increase
operational efficiency. Additionally, respondents reported that by engaging in
environmentally-focused CSR, it allowed them to reach out to nonprofit groups
in the community. This in turn could not only expand the spectrum of
relationships professional sport organizations establish in the community, but
also could be an indicator of higher levels of commitment to a cause, thus
making CSR environmental initiatives more strongly embedded in the
organizational culture and strategic practices. 
Data analysis indicated that a number of league-wide environmentally-
focused initiatives were designed as strategic alliances with experts and
consulting groups who provide knowledge and insight. For example, the NBA
and MLB’s partnership with the National Resources Defense Council (NRDC,
a national, nonprofit organization of scientists, lawyers and environmental
specialists dedicated to protecting public health and the environment), and
NHL’s relationship with GreenLife (a company that develops comprehensive
global solutions to help firms ‘go green’) illustrate such associations. The
partnership between NRDC and the NBA and MLB may result in some
similarities in green programming and management across these two leagues, as
the programs for both leagues operate from the same template. Although it is
still very early in the development of these efforts, practices with similar focus
are being shown across different sport leagues for instance, having ‘Green’ or
‘Carbon Neutral’ games, offsetting carbon emissions from team travel, recycling
programs, and providing environmental awareness messages to fans. 
Executives also reported being motivated to address the environment to
conform to external institutional pressures, such as acquiescence to government
directives (for facility construction), for example. In North America, although
there are no laws or regulations overseeing the environmental practices and
business operations for sport teams and leagues, federal, state and local green
building initiatives and mandates are increasingly becoming a requirement for
publicly-funded projects, and new construction of sport arenas and stadia are not
exempt. These green building initiatives and mandates are a relatively recent
occurrence. The first such mandate for a Major League Baseball stadium was the
Washington Nationals’ stadium, which opened in March of 2008. The
Washington DC Metro Council required environmental certification of the
stadium as part of their financial involvement (Phillips, 2008). Recently, the
Minnesota Legislature required the Minnesota Ballpark Association and the
Minnesota Twins baseball team to work together to construct a stadium that will
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be able to achieve Leadership in Energy and Environmental Design (LEED)
certification. 
Other institutional motives respondents reported to address the environment
were the perception of the societal expectations that companies be ‘green’, and the
pressures to adopt similar management practices as other successful business
entities to attain legitimacy. In this case, it appears that as the diffusion of practices
throughout an institutional field grows (i.e., as more firms adopt environmentally
responsible programs and initiatives), their validity becomes established (Oliver,
1991). The data from this research suggest that environmental practices are
diffusing throughout professional sport at a rapid rate. 
Further analysis of the interview data showed that executives representing
organizations with high commitment, placed a greater emphasis on strategic
motives for engaging in environmentally-focused CSR initiatives (see Table 4)
than on seeking legitimacy by conforming to institutional pressures. We
expected that low engagement organizations may have been motivated to adopt
a CSR focus addressing the environment based on institutional motives (i.e., it
is the ‘right thing to do’; it is a societal expectation), as these organizations had
invested fewer ‘resources’ into their environmental initiatives, however, the data
indicated that they too were motivated by more strategic imperatives.
Table 4.
Legitimacy and strategic motives reported by executives representing high commitment
and low engagement sport organizations
High Commitment Low Engagement 
Legitimacy motives 94 * 60 
Strategic motives 171 162 
*Values represent number of quotations in the coded interview data (i.e., responses of executives)
The findings from this study suggest that sport teams with high
commitment may be practicing strategic CSR (considering non-traditional
alternatives, assessing the benefits and costs of the alternatives, implementing
through new relationships with external organizations, and measuring for
reporting of the impacts) offering them the potential to achieve economic and
societal benefits simultaneously (as Porter and Kramer (2006) suggest). Low
engagement organizations may not be gaining the full range of these benefits.
In fact, low engagement activities (in any area of CSR) may run the risk of
diverting attention from the organization’s core strategy and mission with
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respect to CSR. The executives interviewed offered a sense of the importance
of strategically leveraging social responsibility, such that it ultimately provides
the organization a sustainable competitive advantage. Pina e Cunha, Rego, and
Vieira da Cunha (2008) suggested that organizations go through a transitional
phase before arriving at ecocentric management, where companies initially may
be inexperienced and insecure (and hesitant when profits are at stake) on how
to appropriately handle environmental issues. It may be the case that sport
organizations categorized in this study as low engagement may be in that
transitional area, and need to gain experience and traction in their
environmental efforts before they make the effort to moving into more high
commitment (i.e., ecocentric) environmental management practices. 
These findings broaden the focus of environmental CSR from being solely
altruistic (it is the right thing to do and a societal expectation) to CSR having
dual—organizational and social— benefits and capture a view that links CSR
with corporate financial performance (Aguilera, Rupp, Williams, & Ganapathi,
2007; Barnett, 2007; Waddock & Post, 1995). That is, it is suggested that a firm can
further its strategic interests while expending resources with nothing immediate
or obvious in return. Although the firm may not receive tangible, explicit, or
discrete exchange value, CSR activities can generate intangible strategic assets
such as reputational capital (Fombrun, Gardberg, & Barnett, 2000; Lewis, 2003)
and employee commitment (Turban & Greening, 1997; Vogel, 2005) as well as
acquiescence among key regulatory institutions or legislative bodies (Campbell,
2007; Jensen, 2002; Vogel, 2005), the development of the firm’s business and
institutional environments (Porter & Kramer, 2002), and/or help to mitigate
negative media scrutiny (Alsop, 2002; Godfrey, Merrill, & Hansen, 2009). 
Our findings suggest that the trend is that organizations will increasingly
implement environmental initiatives into their CSR efforts as a strategic
necessity to preserve organizational legitimacy in the face of changing social
values (Vidaver-Cohen & Simcic Brønn, 2008). The activities reported in this
research illustrate the strategic application of CSR. In addition, efforts to build
citizenship may be increasingly important for establishing and maintaining
business legitimacy, and for the development of a competitive advantage within
the industry. 
Conclusions
There is a growing recognition that the social and environmental challenges
facing society are so complex and multi-dimensional that the only solution is
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for government, nonprofits, and businesses to work together. This study
highlights the idea that social responsibility and environmental sustainability are
becoming important business practices, not fringe activities in professional sport.
It also suggests that for professional sport teams, environmentally-focused CSR
appears to be viewed as a value driver with many benefits that are not reflected
in traditional financial terms. As Porter and Kramer (2006) state 
If corporations were to analyze their prospects for social responsibility using the
same frameworks that guide their core business choices, they would discover that
CSR can be much more than a cost, a constraint, or a charitable deed – it can be a
source of opportunity, innovation, and competitive advantage (p. 89). 
Well run professional sport organization must have, as a core competency,
an ability to create a positive public perception of the organization. This is
imperative, considering that consumers have, as an increasing priority, that
companies “go green”. Utilizing the teams’ websites to promote their green
initiatives clearly intends to build the goodwill, and has the potential to increase
a team’s fan base. Professional sport organizations, thus, possess the ability to
create revenue streams where none previously existed. Teams have seemingly
realized that the prominence of stadia as a green building landmark coincides
very well with the general increase in green buildings across the country. As a
result, marketing and creating additional revenue streams in connection with the
green building elements of the stadium has the promise to be a distinctive and
potentially profitable endeavor. 
The findings of this study raise a number of important questions. First, in
an already crowded marketplace of CSR activities and options, is it reasonable
to expect that sport organizations will focus on another issue within the frame
of CSR? At what point should sport organizations refrain from addressing the
‘hot topic’ in CSR and instead focus their resources on areas that impact them
and in which they can make the most impact? Although we argue in this paper
that environmental responsibility is an area that certainly is relevant for sport
teams and leagues to address, these activities are relatively new and may indeed
divert scarce resources away from other worthy socially related causes that these
organizations currently focus on. 
Relatedly, as Godfrey and Hatch (2007) argue, with “…increasing levels of
pressure for transparency in financial dealings and pressure for financial
performance... how should managers analyze and justify CSRs?” (p. 94). Once a
firm decides to engage in social initiatives, which CSR activities should the
company engage in and how should the organization manage tradeoffs between
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different spheres of activity? “Given limited capital resources, and no way to
ascertain which projects generate what levels of strategic assets, how are
managers to choose, for example, between environmental remediation and
remedial reading programs?” (p. 94). Others argue that companies, even those
within the same industry, may gain unique competitive advantages by
implementing an aligned portfolio of CSR-related initiatives (Husted & Salazar,
2006). Given the fact that professional sport organizations often address multiple
social issues through their CSR initiatives (including the environment,
education, health and wellness, and fitness, to name a few), future research can
explore the optimal portfolio for these organizations, one that would provide
the most benefit to society and to the organization. Perhaps, more specifically,
researchers may examine which sustainable CSR efforts fit into the broader
CSR strategy of sport teams and leagues. 
Other fruitful avenues to explore include trying to ascertain the degree to
which specific practices are adopted in response to changing social values, and
testing industry-specific hypotheses about this relationship. There may be particular
aspects of CSR that are approaching legitimacy status that differ across industries,
which indicates the need for future industry based research to determine the
specific circumstances in which CSR is or is not a common practice. 
A company may undertake a strategic CSR approach when it creates an
“opportunity based on a societal issue or trend (e.g., such as marketing ‘green’
products to consumers in response to environmental issues such as global
warming)” (Milliman, Ferguson, & Sylvester, 2008, p. 31). Future studies should
examine patterns of adoption and reporting of sustainable CSR practices among
teams that are currently not involved in the area, or who have perhaps shown
little regard for issues addressing the environment. When these companies also
feel the necessity to include or report on motives to become green, it will be
clear that the corporate commitment to sustainability is no longer an option, but
rather an expectation or even a requirement. 
Most important of all is the question of whether or not the motives and
image that a company presents has any relation to its actual performance in
environmental CSR (Paul, 2008). Further study of this topic will be instructive
in relation to how widely environmental responsibility goals are adopted by
sport organizations, how effectively environmental norms are adopted, how
effectively environmental norms are disseminated throughout the sport industry
and how teams and leagues put environmental measures into practice. 
The findings from this research show that CSR motivations are complex
and involve the interplay among a number of different organizational and
societal factors. The data show that environmental practices are driven by two
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important considerations – the desire to achieve legitimacy and the strategic or
competitive advantages that these types of activities might provide. We
acknowledge that the efforts of professional sport organizations alone will not
be sufficient to solve environmental problems and challenges, but businesses in
combination with other stakeholders will play a major role in the resolution of
global environmental problems (Cummins, 2004). 
We believe that strategic ‘green’ CSR activities can provide advantages to a
professional sport team financially and strategically and simultaneously address a
number of other important corporate objectives (i.e., bolster public image, meet
needs of key stakeholders, be in alignment with community expectations,
achieve a marketing advantage), and through these avenues teams and leagues
can make a positive societal impact at the same time. 
References 
Alsop, R. (2002). Perils of corporate philanthropy. Wall Street Journal, January 16: 1–2.
Austin, J. (2003). Strategic alliances. Stanford Social Innovation Review, 1(2). 
Babiak, K., & Wolfe, R. (2006). More than just a game? Corporate social responsibility and
Super Bowl XL. Sport Marketing Quarterly, 15, 214-222. 
Babiak, K., & Wolfe, R. (2009). Determinants of corporate social responsibility in
professional sport: Internal and external factors. Journal of Sport Management, 23(6),
717-742.
Barley, S.R., & Tolbert, P.S. (1997). Institutionalization and structuration: Studying the links
between action and institution. Organization Studies, 18(1), 93-117. 
Bird, R.G., Hall, A.D., Momente, F. & Reggiani, F. (2007). What corporate social responsibility
activities are valued by the market? Journal of Business Ethics, 76(2), 189-206.
Boehm, A. (2005). The participation of businesses in community decision making. Business
& Society, 44(2), 144-177. 
Breitbarth, T., & Harris, P. (2008). The role of corporate social responsibility in the football
business: Towards the development of a conceptual model. European Sport Management
Quarterly, 8(2), 179-206. 
Bruch, H., & Walter, F. (2005). The keys to rethinking corporate philanthropy. MIT Sloan
Management Review, 47(1), 49-55. 
Campbell, J. L. (2006). Institutional analysis and the paradox of corporate social
responsibility. The American Behavioral Scientist, 49(7), 925-938. 
Campbell, J. L. (2007). Why would corporations behave in socially responsible ways? An
institutional theory of corporate social responsibility. Academy of Management Review,
32(3), 946-967. 
53
Corporate Social Responsibility in Professional Sport: Motives to be ‘Green’
Carroll, A. (2000). A commentary and an overview of key questions on corporate social
performance measurement. Business and Society, 39(4), 466-478. 
Collins, A., Flynn, A., Munday, M., & Roberts, A. (2007). Assessing the environmental
consequences of major sporting events: The 2003/04 FA Cup final. Urban Studies,
44(3), 457-476. 
Covello, L. (2008). Sports teams go green: Real thing or just a fling? FOX Business.
Wednesday, Jan. 30. 
Cummins, A. (2004). The Marine Stewardship Council: A multi-stakeholder approach to
sustainable fishing. Corporate Social Responsibility and Environmental Management, 11,
85–94. 
Dawkins, J., & Lewis, S. (2003). CSR in stakeholder expectations: And their implication for
company strategy. Journal of Business Ethics, 44(2/3), 185-193. 
Deephouse, D., and Suchman, M. 2008. “Legitimacy in organizational institutionalism,” In
R. Greenwood, C. Oliver, K. Sahlin-Andersson, & R. Suddaby (Eds.), Handbook of
organizational institutionalism, (pp. 49–77), London: Sage. 
Den Hond, F., & De Bakker, F.G.A. (2007). Ideologically motivated activism: How activist
groups influence corporate social change activities. Academy of Management Review,
32(3), 901 -924. 
Denzin, N. & Lincoln, Y. (2005). The Sage handbook of qualitative research. Thousand Oaks,
CA: Sage. 
DiMaggio, P., & Powell, W.W. (1991). The new institutionalism in organizational analysis.
University of Chicago Press. 
Doh, J.P., & Guay, T.R. (2006). Corporate social responsibility, public policy, and NGO
activism in Europe and the United States: An institutional-stakeholder perspective.
Journal of Management Studies, 43(1), 47-73. 
Esrock, S. L., & Leichty, G. B. (1998). Social responsibility and corporate web pages: Self
presentation or agenda-setting? Public Relations Review, 24, 305-319. 
Esrock, S. L., & Leichty, G. B. (1999). Corporate world wide web pages: Serving the
news media and other publics. Journalism and Mass Communication Quarterly, 76,
456-467. 
Fombrun, C. F., Gardberg, N. A., and Barnett, M. L. (2000). “Opportunity platforms and
safety nets: Corporate citizenship and reputational risk,” Business and Society Review,
105(1): 85–106. 
Font, X., Yale, K., & Tribe, J. (2001). Introducing environmental management system in
forest recreation: Results from a consultation exercise. Management Leisure, 6, 154-167. 
Galaskiewicz, J., & Burt, R.S. (1991). Interorganization contagion in corporate
philanthropy. Administrative Science Quarterly, 36, 88-105. 
Godfrey, P.C., & Hatch, N.W. (2007). Researching corporate social responsibility: An
agenda for the 21st century. Journal of Business Ethics, 70, 87-98. 
54
Social responsibility and sustainability in sports Kathy Babiak and Sylvia Trendafilova
Godfrey, P.C., Merrill, C.B., & Hansen, J.M. (2009). The relationship between corporate
social responsibility and shareholder value: An empirical test of the risk management
hypothesis. Strategic Management Journal, 30, 425-445. 
Gouldson, A. (2006). Do firms adopt lower standards in poorer areas? Corporate social
responsibility and environmental justice in the EU and the US. Area, 38(4), 402-412. 
Greenwood, M. (2007). Stakeholder engagement: Beyond the myth of corporate
responsibility. Journal of Business Ethics, 74, 315–327. 
Husted, B., & Salazar, J. (2006). Taking Friedman seriously: Maximizing profits and social
performance. Journal of Management Studies, 43(1), 75-91. 
Jensen, M. (2002). Value maximization, stakeholder theory, and the corporate objective
function. Business Ethics Quarterly, 12, 235–256. 
Joyner, B.E., & Payne, D. (2002). Evolution and implementation: A study of values, business
ethics and corporate social responsibility. Journal of Business Ethics, 41, 297-311. 
Kampf, C. (2007) Corporate social responsibility WalMart, Maersk and the cultural bounds
of representation in corporate web sites. Corporate Communications: An International
Journal, 12(1), 41-57. 
Kassinis, G. & Panayiotou, A. (2006). Perceptions matter: CEO perceptions and firm
environmental performance. Journal of Corporate Citizenship, 23, 67-80.
Kassinis, G., & Vafeas, N. (2006). Stakeholder pressures and environmental performance.
Academy of Management Journal, 49(1), 145-159. 
Klassen, R.D., & McLaughlin, C.P. (1996). The impact of environmental management on
firm performance. Management Science, 42(8), 1199-1214. 
Lee, K., & Ball, R. (2003). Achieving sustainable corporate competitiveness: Strategic link
between top management’s (green) commitment and corporate environmental
strategy. GMI, 44, 89 -104. 
Lewis, S. (2003). Reputation and corporate responsibility. Journal of Communication
Management, 7(4), 356-364. 
Margolis, J.D., & Walsh, J.P. (2003). Misery loves companies: Rethinking social initiatives
by business. Administrative Science Quarterly, 48(2), 268-305. 
Matten, D. & Moon, J. (2008). “Implicit” and “Explicit” CSR: A conceptual framework for
a comparative understanding of corporate social responsibility. Academy of Management
Review, 33(2), 404-424. 
McMillan, M. A., Nekola, J. C., & Larson, D. W. (2003). Effects of rock climbing on the land
snail community of the Niagara escarpment in Southern Ontario, Canada.
Conservation Biology, 17(2), 616-621. 
McWilliams, A. & Siegel, D. (2000). Corporate social responsibility and financial performance:
Correlation or misspecification? Strategic Management Journal, 21(5), 603-609. 
Meyer, J., & Rowan, B. (1977). Institutional organizations: Formal structure as myth and
ceremony. The American Journal of Sociology, 83, 340-363. 
55
Corporate Social Responsibility in Professional Sport: Motives to be ‘Green’
Milliman, J., Ferguson, J., & Sylvester, K. (2008). Implementation of Michael Porter’s
strategic corporate social responsibility model. The Journal of Global Business Issues,
Conference Edition, 29-33. 
Mintzberg, H. (1984). Who should control the corporation? California Management Review,
27(1), 90-115. 
Monteil, I. (2008). Corporate social responsibility and corporate sustainability: Separate
pasts, common futures. Organization and Environment, 21(3), 245-269. 
Mueller, S. W., Rusterholz, H., & Baur, B. (2004). Rock climbing alters the vegetation of
limestone cliffs in the northern Swiss Jura Mountains. Canadian Journal of Botany, 82,
862-870. 
Newspaper Association of America (2009). Retrieved January 2, 2009 from
http://www.naa.org/info/facts98/14.html 
Oliver, C. (1991). Strategic responses to institutional processes. Academy of Management
Review, 16(1), 145-179. 
Orlitzky, M., Schmidt, F.L., & Rynes, S.L. (2003). Corporate social and financial
performance: A meta-analysis. Organization Studies, 24(3), 403-440. 
Paul, K. (2008). Corporate sustainability, citizenship and social responsibility reporting: A
website study of 100 model corporations. The Journal of Corporate Citizenship, 32, 63-78. 
Phillips, M. (2008). Not just greener grass. Newsweek Leadership and the Environment. Issue:
April 14. Retrieved January 26, 2009, from http://www.newsweek.com/id/130592 
Pina e Cunha, M., Rego, A., & Vieira da Cunha, J. (2008). Ecocentric management: An
update. Corporate Social Responsibility and Environmental Management, 15, 311–321. 
Porter, M.E., & Kramer, M.R. (2006). Strategy and society: The link between competitive
advantage and corporate social responsibility. Harvard Business Review, 84(12), 78-92. 
Porter, M.E., & Kramer, M.R. (2002).The competitive advantage of corporate
philanthropy. Harvard Business Review, 80(12), 56. 
Rao, H. (1994). The social construction of reputation: Certification contests, legitimation,
and the survival of organizations in the American automobile industry: 1895–1912.
Strategic Management Journal, 15, 29–44. 
Sarkar, R. (2008). Public policy and corporate environmental behaviour: A broader view.
Corporate Social Responsibility and Environmental Management, 15, 281–297. 
Scott, W.R. (2008). Institutions and organizations. 3rd Ed. Los Angeles, CA: Sage Publications. 
Sheth, H., & Babiak, K. (2010). Beyond the game: Perceptions and priorities of corporate
social responsibility in the sport industry. Journal of Business Ethics, 91(3), 433-450.
Shively, D. D., Pape, B. M. C., Mower, R. N., Zhou, Y., Russo, R., & Sive, B. C. (2008).
Blowing smoke in Yellowstone: Air quality impacts of oversnow motorized recreation
in the park. Environmental Management, 41, 183-199. 
Shrivastava, P. (1995). The role of corporations in achieving ecological sustainability.
Academy of Management Review, 20(4), 936-960. 
56
Social responsibility and sustainability in sports Kathy Babiak and Sylvia Trendafilova
Siegele, L., & Ward, H. (2007). Corporate social responsibility: A step towards stronger
involvement of business in MEA implementation? RECIEL, 16(2), 135-144. 
Smith, A.C.T., & Westerbeek, H.M. (2007). Sport as a vehicle for deploying corporate
social responsibility. The Journal of Corporate Citizenship, 25, 43-54. 
Suchman, M. C. (1995). Managing legitimacy: Strategic and institutional approaches.
Academy of Management Review, 20(3), 571–610. 
Tolbert, P.S., & Zucker, L.G., (1996). Institutionalization of institutional theory. In S. Clegg,
C. Hardy, & W. Nord, (Eds.), Handbook of organizational studies, London: Sage
Publications. 
Turban, D., & Greening, D. (1997). Corporate social performance and organizational
attractiveness to prospective employees. Academy of Management Journal, 40, 658–672. 
Vidaver-Cohen, D., & Simcic Brønn, P. (2008). Corporate citizenship and managerial
motivation: Implications for business legitimacy. Business and Society Review, 113(4),
441–475. 
Vogel, D. (2005). The Market for Virtue. Washington, D.C.: Brookings Institution Press. 
Waddell, S. (2000). New institutions for the practice of corporate citizenship: Historical,
intersectoral, and developmental perspectives. Business and Society Review, 105(1),
107–127. 
Waddock, S., and Smith, N. (2000). Relationships: The real challenge of corporate global
citizenship. Business and Society Review, 105(1), 47– 62. 
Wahba, H. (2008). Does the market value corporate environmental responsibility? An
empirical examination. Corporate Social Responsibility and Environmental Management,
15, 89-99. 
Welford, R., Chan, C., & Man, M. (2007). Priorities for corporate social responsibility: A
survey of businesses and their stakeholders. Corporate Social Responsibility and
Environmental Management, 15, 52–62. 
Williamson, D., Lynch-Wood, G., & Ramsay, J. (2006). Drivers of environmental behaviour
in manufacturing SMEs and the implications for CSR. Journal of Business Ethics, 67,
317-330. 
Yan, J. (2003). Corporate responsibility and the brands of tomorrow. Journal of Brand
Management, 10(4/5), 290-302.
57
Corporate Social Responsibility in Professional Sport: Motives to be ‘Green’

59
Corporate Social Responsibility in Professional Team
Sports: UEFA Champions League (UCL) versus
National Football League (NFL)
Helmut Dietl, Egon Franck and Julia Hillebrandt*
University of Zurich
Introduction
Thirty-nine years ago, the future Nobel laureate Milton Friedman stated that
the only responsibility of business is to increase its profits (Friedman, 1970). Since
major league sports have become dramatically commercially-oriented over the past
decades with some clubs even being quoted at the stock exchange and huge sums
of money at stake, Friedman’s claim would be extended from firms in conventional
industries to professional sports leagues such as the European UEFA Champions
League (UCL) and the American National Football League (NFL). But is it true
that the only responsibility of major league sports is to increase its profits?
In this paper, we argue that professional sports organizations that evolved
into conventional businesses have to fulfill conventional businesses`
responsibilities. Sports organizations not only have legal responsibilities to their
shareholders, associates or members but also social responsibilities to a range of
further stakeholders such as communities, fans and so forth. Following this
** The authors can be contacted at: University of Zurich, Institute for Strategy and Business
Economics, Plattenstrasse 14, 8032 Zürich, Switzerland, Phone: +41 44 634 29 27, Emails:
helmut.dietl@isu.uzh.ch,egon.franck@isu.uzh.ch, julia.hillebrandt@isu.uzh.ch.
reasoning, we exemplify the current development of CSR activities within
professional sports leagues by analyzing the CSR projects of the European UCL
and the American NFL, which both represent the most successful leagues in
terms of TV viewing rates and revenues on their corresponding continents
(Madeiro, 2007; Parkes, Houlihan, Ingles, & Hawinks, 2007; Scribd.com, 2007;
Kindervater, 2008; Vöpel & Steinhardt, 2008). In a second step, we highlight the
major differences between both leagues on the basis of seven criteria and, in a
third step, we explain reasons for the differences where identifiable. In the end,
we present a research agenda to address the many questions to be addressed in
this area.
We use a descriptive, qualitative data analysis of documents from the websites
of both leagues as well as from printed sources. This method allows for the analysis
of large amounts of textual information (Diekmann, 1995). As both associations
act in the spotlight of the media and publicly report on all of their activities on
their corresponding websites (see UEFA.com & NFL.com), the range of
information to be analyzed is substantial. Besides the analysis of secondary
literature in which the internet inquiry plays an important role, we conduct
interviews and maintain email correspondence with CSR managers at both the
UEFA and NFL to get first hand information. Finally, we use a comparative
diagnostic analysis to highlight the major differences between both leagues.
In the next section we outline CSR thinking and its necessity for
professional sports organizations. In the following chapter we initially present
the characteristics of the analyzed sports leagues. Moreover, we describe the
classification pattern of the CSR projects. We then illustrate the projects of both
leagues in two figures and tables. In the subsequent chapter we provide a
detailed comparison of the CSR strategies on basis of seven criteria. In the final
chapter we discuss conclusions and ideas for future research.
CSR in Professional Team Sports
A universally accepted definition of corporate social responsibility (CSR)
has so far eluded academics and businessmen alike (see e.g. Matten & Moon,
2008). Consensus in academia or practice has been virtually impossible to date.
However, stated in simple terms, corporate social responsibility is the notion that
an organization (“corporate”) is a member of a society or community (“social”)
and, as such, has duties and obligations (“responsibility”) to that society, just as
individuals do (Frederick, 1986; Sachs, 2000). Practically speaking, CSR
stimulates that corporations or organizations not only have concerns for the
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bottom line but for issues such as the environment, society, and their employees
as well (Lau, Makhanya, & Trengrouse, 2004).
There are several factors that have led to the growing importance of CSR in
professional sports. First, the increasing size and scope of sports organizations has
led to the elevation of sports organizations as influential members of the global
community. One can assume that the popularity of football in Europe (usually
referred to as soccer in the United States) and of American football in the United
States put these sports in a unique position to positively influence social and
economic regeneration, public health, social inclusion and so forth. Sport has the
power to captivate and unite people and create environments for developing and
fostering positive values and principles like teamwork and respect. In this regard,
and especially at the top international level, sports is called to be a voice to the
world and a tool for developing the global citizens of tomorrow. With this power
comes a responsibility, from the local club team to the international governing
body (Lau et al., 2004; Mellor, 2005).
Secondly, sports organizations are facing an increasingly socially aware
world. CSR theory and its proponents have developed and spread. The pressure
from society for corporations to behave in a socially responsible manner is quite
evident. Understanding CSR and being able to cope and interact with society
on this point, therefore, are of great importance to sports organizations.
Thirdly, the increasing commercial activity and professionalization of sports
organizations with huge sums of money at stake have given sports organizations a
more corporate face (Hortleder, 1974; Madeiro, 2007; Castellanos, Dopico, &
Sánchez, 2009) and, consequently, a need for adopting CSR. While the CSR
emphasis initially concerned issues like transparency and accountability, attention
has now shifted towards the sports organization’s role in society (Lau et al., 2004).
Fourthly, as the game has globalised and become ever more business-like, fans
have increasingly resented being treated like customers, seemingly taking second
place to shareholders. It’s a familiar case of stakeholder conflict, but made more acute
in football because of the strong loyalties of the fans (Cowe, 2004; Fischer, 2008).
Now, how do sports organizations use their popularity to help in combating
social ills, promoting civic commitments and defending major humanitarian causes?
Case Study Design and Results
Characteristics of the Sports Leagues
As objects for analysis, we have chosen the European UEFA Champions
League and the American National Football League. Both represent the most
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popular sports (in terms of TV viewing rates and sponsorship money) and the
most successful leagues (in terms of revenues) on their corresponding continents
(Hortleder, 1974; Madeiro, 2007; Parkes, Houlihan, Ingles, & Hawinks, 2007;
Scribd.com, 2007; Harris Interactive, 2008; Kindervater, 2008; Vöpel &
Steinhardt, 2008). However, they have different organizational structures.
The Union of European Football Associations (UEFA) is the governing
body of football on the continent of Europe. More precisely, the UEFA is an
umbrella body of 53 European associations based on representative democracy.
Founded in 1954 as a not-for-profit organization under Swiss law, its “(…) core
mission is to safeguard the development of European football at every level of
the game and to promote the principles of unity and solidarity” (UEFA.com).
To serve this purpose, the UEFA redistributes the main portion of income in
the form of solidarity payments, tournament participation awards and prize
money. The UEFA hosts several tournaments. Among them are the UEFA
European Championships, which represent the most important tournament on
national association level and the UEFA Champions League (UCL), which
represents the most important competition on local association level
(UEFA.com).
The National Football League (NFL) governs the sport of professional
American football, which represents America`s most watched and most civic-
minded sport. It encompasses 32 member teams that are represented by their
respective owners. Founded in 1920 and headquartered in New York, the NFL
is an unincorporated association controlled by its members and governed by its
own constitution and bylaws. It has two stated goals: to provide its fans with the
highest quality entertainment experience and to deliver maximum value to its
business partners. The NFL`s most prominent matches are the Super Bowl and
the Pro Bowl that are held at the end of each season. The NFL states that it has
a special place in American culture and that it is recognized as one of the world’s
strongest entertainment brands (NFL.com). 
Classification Pattern of the CSR Projects
Since both leagues engage in a variety of social and environmental projects,
we have developed a pattern in order to sort the projects and to allow for a
comparison of their CSR strategies. The categorization we consider useful is as
follows:
The different levels on which CSR engagement can take place in the world
of European and American football are indicated at the bottom of each figure
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(Figure 1 & 2). There is no common CSR strategy that integrates all levels. With
our analysis, we concentrate on the European confederation level and the
American league level (grey shades areas).
The European Commission defines CSR as “(…) a concept whereby
companies integrate social and environmental concerns in their business
operations and in their interaction with their stakeholders on a voluntary basis“
(European Commission, 2001, p. 6). According to this definition, we initially
divide the CSR projects of both leagues into social and environmental projects. We
consider those projects as social that contain some form of anti-racism,
humanity, health, peace, reconciliation, solidarity, diversity, community, charity
or volunteer efforts. Environmental projects are those projects that foster the
reduction of greenhouse gas, the use of renewable energy, reforestation projects
and the like.
Both the social and environmental projects are further divided into
partnership and independent projects. Partnership projects are those CSR projects
that involve charitable organizations as partners. This means that the leagues
cooperate with charitable organizations by making donations or by making
their media platforms available to them. On the other hand, the independent
projects are founded and implemented by the leagues themselves. 
These two categories are further split into event-related and not event-related
projects. In case of event-related projects, the leagues start campaigns during their
events and make use of several media channels to attract attention for certain
matters. They use, for example, features on the tournament websites, press
releases, TV spots, in-stadium advertising, clothes of players, tickets and program
books and so forth. In short, they use sport as a communications platform for
positive messages to the commnities. Not event-related projects are those that
are not connected to the utilization of tournaments as platforms for their
promotion and that take place year-round without (noteworthy) attention of
the public.
Each of the leagues` projects is put in the adequate column of the
described classification pattern with the following information: The first
number represents the year of the project start. Then follows the abbreviation
of the partner organization`s name respectively the project title. What follows
in brackets is the social area that the project belongs to. Finally, we indicate the
amount of minimum yearly contribution by the leagues. If numbers are
missing, they were not available to us. The tables (Table 1 & 2) that follow the
corresponding figures (Figure 1 & 2) contain more detailed information on
each of the projects. Again, if cells are left blank, the information was not
available to us.
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Figure 1. CSR Projects of the UEFA
Table 1. CSR Projects of the UEFA in Chronological Order
Founded Project Objective Selection Amount of Frequency
area process (if donation
applicable)
Climate Friendly
2009 Environment To measure, reduce € 280,000 2009
and offset the carbon (trial)
footprint associated 
with UEFA’s air travel 
through the purchase 
of internationally 
recognised renewable 
energy carbon credits.
“Green” EURO 2008
2008 Environment To reduce greenhouse 
gas. To use renewable 
energy. To offset carbon 
emissions by reforestation 
projects. 
Terre des Hommes (TdH)
2007 Peace & To provide active support min. € Yearly
Reconciliation to children, without racial, 200,000
religious, political, cultural 
or gender-based 
discrimination. To develop 
and implement projects 
designed to improve the 
living conditions of 
disadvantaged children.
Education 4 Peace (E4P)
2007 Peace To target school min. € Yearly
children and fan 200,000
clubs on the theme 
“Master Your Emotions”. 
To contribute to less 
violence in society.
World Heart Federation (WHF)
2007 Health To strengthen the health min. € Yearly
and integrity of both 200,000
football and society 
as a whole. To promote 
healthy active lifestyles 
to prevent obesity and 
cardiovascular disease.
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Founded Project Objective Selection Amount of Frequency
area process (if donation
applicable)
WWF
2005 Environment To support nature € 150,000 2005
(Ad hoc conservation activities. only
donation) 
HatTrick
2003 Solidarity To develop football, to max. € 2.5 Yearly
promote the grassroots mio./
game and to lend its association,
backing to the 53 of which
European member 20% must
associations. Fostered fund social
under UEFA’s belief and grassroots
that revenue from major projects.
competitions should Funded by
be put back into the sport. revenue from 
UEFA EURO 
2004TM and 
2008TM. 
Football Against Racism in Europe (FARE) 
2002 Anti- To rid the game min. € Yearly
Racism of racism by combining 200,000
the resources of anti-
racist football 
organization throughout 
Europe. By working 
together, FARE helps 
organizations share 
good practice and 
present a united 
front against racism 
in football. 
Ad Hoc Donations
2001 Donations To support charitable Organizations min. € Yearly
organizations other that potentially 150,000/
than the existing fit in UEFA`s each
core partnerships. partnership 
portfolio. 
Special Olympics Europe/Eurasia (SOEE)
1998 Football To provide year- min. € Yearly
for All round sports training 200,000
and athletic competition 
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Founded Project Objective Selection Amount of Frequency
area process (if donation
applicable)
in a variety of 
Olympic-type sports 
for children and adults 
with intellectual 
disabilities, giving them 
continuing opportunities 
to develop physical 
fitness, demonstrate 
courage, experience 
joy and participate in 
a sharing of gifts, skills 
and friendship with 
their families, other 
Special Olympics 
athletes and the 
community.
Monaco Award 
1998 Donations To award a charity Organization € 650,000 Yearly
cheque to deserving which shows 
projects. (The award extraordinary
is presented at UEFA’s engagement in
Monaco events in a certain field.
August which herald 
the start of the new 
European club 
competition season.)
Cross Cultures Project Association (CCPA) / Open Fun Football Schools (OFFS) 
1998 Peace & To develop, participate min. € Yearly
Reconciliation in as well as implement 200,000
projects cutting across 
cultural lines. To promote 
reconciliation and 
integration among 
people through dialogue 
and collaboration. 
Meridian 
1997 Anti-Racism To pair African Part of € Yearly
/ Developing associations with 878,000
the Game European counterparts to other
towards fostering relations, confederations
developing football, 
and exchanging ideas.
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Founded Project Objective Selection Amount of Frequency
area process (if donation
applicable)
International Committee of the Red Cross (ICRC) 
1997 Humanity To protect the lives min. € Yearly
and dignity of victims 200,000
of war and internal 
violence and to provide 
them with assistance.
EURO 08: A key element
in the partnership with 
UEFA is an online 
fundraising campaign 
that aims to improve 
the lives of mine 
victims in Afghanistan.
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Figure 2. CSR Projects of the NFL
Founded Project Objective Selection Amount of Frequency
area process (if donation
applicable)
“Green” Super Bowl XLII
2008 Environment To reduce greenhouse 
gas. To use renewable 
energy. To offset carbon 
emissions by 
reforestation projects. 
To recover food 
(reuse of left over 
food) etc.
American Heart Association (AHA) / What Moves U
2006 Health National youth program 
to promote physical 
fitness and good health 
to an increasingly inactive 
generation of children.
Action for Healthy Kids (AHK) / ReCharge!
2005 Health After-school program 
to focus on the 
importance of healthy 
eating and physical activity 
in helping students 
achieve their best.
Medical Research Grants
2004 Charity To target sports Non-profit $ 1.5 mio. Yearly
injury prevention, educational
injury treatment, and and research
other related research institutions.
that affects the health 
and performance 
of athletes. 
Boys and Girls Club of America (BGCA) / Youth Education Towns (YET)
2003 Youth To construct min. $ 1 mio. Yearly
educational and 
recreational centers 
for youth in at-risk 
neighborhoods in 
Super Bowl Host cities.
NFL Disaster Relief Fund / Scholastic
2001 Charity / To respond to $ 10 mio. Depending
Diversity unexpected catastrophes. after on the
September incidents.
11, 2001.
$ 23 mio. 
(including private 
donations) 
in 2005 after 
hurricane 
Katrina.
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Table 2. CSR Projects of the NFL in Chronological Order
NFL (Junior) Community Quarterback Award
2000 Volunteer To honor community Nominations max. $ 1 mio. Yearly
volunteers who come from local (Prizes are
demonstrate leadership charitable donations to
and dedication to organizations the charities
bettering their of the NFL of the
hometowns. teams` host recipient.)
cities.
National Football Foundation / Play It Smart
1998 Youth Educational program 
that teams student-
athletes with an 
academic coach to 
strengthen classroom 
skills and build 
leadership qualities.
Super Bowl Outreach
1991 Community Throughout the Super Bowl Yearly
week preceding host city.
the Super Bowl, 
the NFL stages
events to enliven, 
enrich and assist 
the Super Bowl 
host community.
Teacher of the Year Award
1990 Youth To honor educators Players $ 55,000 Monthly
who make the nominate during
classroom a valuable teachers. season
learning experience &
while also serving Yearly
as role models 
to current NFL 
players and fans.
Minority Coaching Fellowship
1987 Diversity To provide training Yearly
camp positions to 
minority coaches 
every year.
Professional Football Athletic Trainers Society (PFATS)
1982 Health To provide ethnic Program is open
minority athletic to undergraduate
training students and graduate
an opportunity to ethnic minority
work with an NFL training students.
team during training 
camp, and increase 
the number of 
minorities working 
as trainers within 
the League.
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Founded Project Objective Selection Amount of Frequency
area process (if donation
applicable)
Pro Bowl Outreach
1980 Community Funding to Hawaiian $ 100,000 Yearly
Hawaiian nonprofit nonprofit
organizations every organizations
year at the Pro Bowl. that are 
focused on 
youth programs, 
education, and 
physical fitness.
United Way / Hometown Huddle
1973 Volunteer NFL-wide day of Local NFL
service that provides communities
NFL players, coaches, 
wives, and staff from 
each team the 
opportunity to 
participate in 
community-service 
activities.
Walter Payton Man of the Year Award
1970 Volunteer To honor a player Players are $ 76,000 Yearly
for his community selected
service activities by their
as well as his respective
excellence on teams.
the field.
Student All Star Program
Volunteer To pomote youth Children 18
volunteerism by years and
helping finance younger;
their community Sponsoring 
improvement organization
projects. in the form 
of a school, 
religious 
organization 
or community 
group.
Player Foundation Grants
Charity To support the Current and $ 1 mio. Yearly
philanthropic work retired NFL
of both current players who
and former are vested
NFL players. under the NFL 
Pension Plan.
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Founded Project Objective Selection Amount of Frequency
area process (if donation
applicable)
Detailed Comparison of the CSR Strategies
As was shown, both leagues are involved with social and marginally with
environmental projects. However, there are major differences between their
projects with respect to:
1. Focus and structure
2. First time of social engagement
3. Dedicated resources
4. Organization
5. Player and team involvement
6. Transparency
7. Assessment of project impacts
We discuss them one by one.
Focus and Structure of CSR Projects
A common ground between both leagues is that they focus on social
projects and only marginally invest in environmental projects. However, the
scope of their social projects differs. The UCL`s social projects portfolio only
comprises international partnership projects, e.g. projects that involve
international charitable organizations as partners1. Therefore, one may refer to
this as an outsourcing of CSR projects. The NFL, on the other side, concentrates
on independent social projects - which only take place in the host cities of the
32 member teams and in the host cities of Pro Bowl and Super Bowl – and
makes contributions to charitable organizations besides it.
A common thread running through both organizations is the use of events
to convey social and humanitarian messages featured in the activities of the
organizations. UEFA’s recent efforts with Euro2004 and Euro2008 and the
plethora of events surrounding the NFL’s events, especially the Super Bowl, are
accomplishments for CSR in sport, especially since it is the popularity of these
very events that call sports organizations to use them in a responsible way (Lau
et al., 2004). However, since space on the media plattforms is limited, the
majority of projects take place without connection to the events.
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1 For the diverse motivations for organizations to be interested in entering into a partnership
see e.g. Child and Faulkner (1998), Babiak (2007) or Parent and Harvey (2009).
First Time of Social Engagement
In case of the UEFA, the first recorded social engagement dates back to
1997 (Table 1) when the UEFA started to invest in humanity and anti-racism
projects. The NFL, on the other hand, already got involved with social activities
in 1970 (Table 2) by awarding the NFL Man of the Year Award that honors
community volunteers who demonstrate leadership and dedication to bettering
their hometowns (See NFL.com). 
A reason for the earlier social engagement of the NFL possibly is that the
scientific debate of the CSR concept dates back to the 1970s in the United
States (Asongu, 2007; Carroll, 2008) whereas CSR ideas swept to Europe not
until the 1990s when the EU for the first time incorporated the societal
meaning of sports and the herewith accompanied responsibility of sports
organizations in the Treaty of Amsterdam in 1997 (Loew, Ankele, Braun, &
Claussen, 2004; European Communities, 1997). Moreover, in Europe,
commercialization of professional football only developed in the past two
decades (Oughton, 2004; Tacon, 2005; Breitbarth & Harris, 2008). Furthermore,
different country cultures surely are a reason for the different development of
CSR activities by sports organizations. A consequence of the different
development is a superior number of CSR projects at the NFL.
Dedicated Resources for CSR Projects
The financial resources for CSR activities also differ between the two leagues.
With total estimated revenues of € 825 Mio. in the UCL season 2007/2008, the
UEFA spends € 4.4 Mio. per year on CSR activities (UEFA.com). This makes up
0.7% of average total revenues according to the international standards for
sustainable development of the European Council. With total estimated revenues
of $ 7 Bn. in 2007, the NFL spends $ 9.6 Mio. per season, which represents 0.14%
of total revenues (NFL.com; Jointheteam.com).
Staff commitment varies greatly among the organizations (Table 3). The
NFL has a dedicated department led by a director supported by five staff
members. UEFA’s efforts are, amazingly, coordinated by one individual (Lau et
al., 2004).
A part of he difference in dedicated resources between the UEFA and NFL
could also be due to different accounting standards of the corresponding
countries.
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Table 3. Dedicated Resources for CSR Projects
Organization CSR budget CSR staff
UEFA min. € 4.4 Mio./year 1 full-time
= 0,7% of average total revenues 
NFL $ 9.6 Mio./season Department of 5
= 0,14% of total revenues 
Organization of CSR Projects
With regard to the organization of CSR activities another difference can be
diagnosed. The UEFA integrates CSR efforts into its organizational structures.
The organization of and financial resources for CSR activities directly come
from the UEFA (UEFA.com). Opposed to that, the NFL handles its CSR
activities by its autonomous, not-for-profit foundation NFL Charities
(Jointheteam.com). As reasons for the establishment of a foundation come to
mind: increased credibility, tax advantages, potentially simplified acquisition of
funds and reduced risk since the capital is bound to the foundation. As the
UEFA is a not-for-profit organization itself, it would be redundant to have a
foundation.
Player and Team Involvement
Concerning the involvement of teams and players in CSR activities, there
also exist some differences. Whereas the UEFA integrates teams and players only
on an occasional basis, the NFL organizes league-wide CSR programs that
foster the active engagement of all teams, especially in their hometowns. These
differences in the team and player involvement can be attributed to the different
complexity of the UCL`s and NFL`s organizational structures. 
The UEFA represents 53 member associations, such as for example the
German Football Association (DFB). The DFB comprises five regional associations,
21 national associations and 25,869 clubs which have different ownership
structures (UEFA.com). Because of the huge number of clubs and potential
conflicts of interest, the implementation of league-wide CSR activities is very
challenging in case of the UEFA. On the contrary, the owners of the NFL`s 32
member clubs are private individuals who at the same time are owners of the
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league (NFL.com). Therefore, league and clubs share interests and pursue the
same goals. Consequently, differences in player and team involvement can be
attributed to the different organizational structures of the leagues.
Transparency of CSR Information
A further issue of concern is the transparency of CSR information. The
UEFA publishes CSR information on its website and in its monthly newsletter
uefadirect.Unfortunately, the CSR strategy of the UEFA is not clearly identifiable
from the publicly available information as they are dispersed on the website and
only briefly described (see UEFA.com). However, a talk with UEFA`s manager
for social responsibility, Patrick Gasser, revealed that they are working on making
their CSR information more transparent. 
The NFL, on the other hand, has a separate website that contains all
information relating to the CSR projects of the league, teams and players (see
Jointheteam.com). In addition, the NFL publishes an annual report of its
foundation NFL Charities. As a commercial entity, we believe the NFL has
reasons for the high transparency of its CSR information: it can lead to increased
stakeholder trust, which in turn can enhance reputation, brand image and
business performance (Porter & Kramer, 2002; Lau et al., 2004). 
Assessment of Project Impacts
Last but not least, there are differences with respect to the assessment of
project impacts.2 The UEFA makes assessments of its social and environmental
projects every four years, as internal reports prove. Furthermore, a detailed
evaluation of the implementation of ecological aspects during EURO 08 was
published in November 2008 with the aim of improving environmental
protection measures for future big events.
In case of the NFL, the publicly available information do not clarify
whether or not they oversee the qualities of their projects. A reason for this
obvious lack of evaluations may be that the NFL sees resources devoted to
evaluation as resources taken away from programs. Besides, in practice such
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2 There is a wealth of academic literature touching on partnership evaluation. See e.g. Mohr &
Spekman, 1994; Harrison & St. John, 1996; Masciarelli, 1998; Lasker, Weiss, & Miller, 2001;
Walsh, 2006; Parent & Harvey, 2009.
evaluations are often difficult to implement and take time (Parent & Harvey,
2009).
Conclusions
As we have seen, both leagues address CSR in a unique way. There is no
single explanation for the differences between their CSR strategies but several,
such as different organizational structures, different country cultures, different
commercialization levels of the sport and different accounting standards.
Because of the many differences, it is difficult to judge if one of the leagues
performs CSR better than the other. In case of the NFL, the active organization
of league-wide CSR programs with an involvement of all teams and players can
be considered as being more credible and sincere than just contributing to
international charitable organizations. However, the UEFA is spending a five
times larger portion of its total revenues on social and environmental projects
than the NFL.
As both leagues care about the problems of the world, the question arises
of how they deal with matters inside their immediate sporting sphere of activity.
Therefore, the following questions must be subject to future critical
examination: How do they fight against doping? Which measures and sanctions
are employed in the fight against doping? How do they foster sportsmanlike
conduct on and off the field? How do they promote the principles of fair play?
How do they ensure that the needs of the different stakeholders (leagues, clubs,
players, supporters) are properly taken into account? How do they deal with
sponsorship issues (the game has traditional links with alcohol, with brewers
being major sponsors at all levels)? How do they deal with equity issues? How
do they deal with betting, corruption and manipulation? How do they assure
the integrity of their sport? How do they deal with the conduct of players,
coaches, referees, etc. off the field? Have they taken responsibility for retired
players? Etc.
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Corporate Social Responsibility (CSR) 
in the Scottish Premier League (SPL)
(with some Reference to English & European
Football): A Critical Perspective
Sean Hamil, Stephen Morrow, Catharine Idle and Lauren O’Leary1
Introduction
Corporate Social Responsibility is now a very topical issue. Interest has
grown considerably in recent years, in business, in the wider political and social
arena and also in academia. Over time its focus has moved beyond a focus on
charitable or philanthropic activities of business which are essentially marginal
to the core organisational purpose, towards an examination of whether a more
strategic outlook, where social activities and engagements are seen as integral to
an organisation’s decision making and its activities, would be desirable through
a de facto delivering on some form of social contract with the rest of society.
1 This article is derived from a joint research project directed by Sean Hamil, Birkbeck Sport
Business Centre, Birkbeck College, University of London and Stephen Morrow, Head of the
Department of Sports Studies, University of Stirling, investigating CSR policy
implementation in the Scottish Premier League in the 2007/2008 season. Research
interviews were conducted by Catharine Idle, Research Officer at the University of Stirling.
Additional research was carried out by Lauren O’Leary, Research Assistant in the Department
of Management, Birkbeck College (November 2008 - February 2009).
Much of the literature on the subject explicitly assumes, and indeed frequently
explicitly advocates, that effective deployment of CSR policies will also bring
with it economic benefits (Smith, 1994; Porter & Kramer, 2002), and that this is
an entirely legitimate outcome. There is also a tendency in this literature to
present CSR policy as a universally “good thing”, notably, and perhaps
unsurprisingly, by spokespersons for business organisations set up to promote the
implementation of CSR (World Business Council for Sustainable Development,
2008). 
However, regardless of whether or not CSR policy deserves to be assessed
so uncritically, what can be said is that increasingly there is at least an acceptance
in business and in policy communities of the relevance of CSR policy, if not a
full-blooded conversion to the imperative for its immediate implementation; of
a need to respond in order that organisations demonstrate that they are “socially
responsible” or a good “corporate citizen”, if only on their own limited terms.
In the UK this is demonstrated by the continuing expansion of the activities of
Business in the Community (BITC), the UK’s largest “business-led coalition
dedicated to corporate responsibility” (Business in the Community, 2009a). The
need to maintain the legitimacy of business with the public in challenging
economic times is articulated as a key reason why businesses should be involved
with CSR activity (Business in the Community, 2009b):
“With the G20 protests in London and the global recession as a back drop, we
are working with business to rebuild public trust.”
But the ambiguity as to what exactly constitutes good “corporate
citizenship” means that the concept of CSR should remain a contested terrain.
As has been previously mentioned, the concept has tended to be viewed
uncritically; explicitly any form of corporate social giving must of necessity be
“good”. But there are a minority of critics who dismiss it as no more than a
form of public relations management, specifically designed to craft a positive
image of an organisation against the backdrop of more fundamental corporate
social and economic failings; in essence a form of “political” activity2. These
alleged shortcomings are discussed in more detail below.
A particular sub-theme of much of the literature on CSR is the extent to
which it is embedded in the context of stakeholder theory. So, for example, the
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2 Hamil (1999, pages 16-22) summarises in detail the respective philosophical arguments
underpinning these differing viewpoints. 
CSR concept is grounded in an understanding of business being a stakeholder
in society (Breitbarth & Harris, 2008) which brings with it social obligations to
other stakeholders. Thus the European Commission (2006) has defined CSR as:
“…a concept whereby companies integrate social and environmental concerns
in their business operations and in their interaction with their stakeholders [author’s
bold] on a voluntary basis. It is about enterprises deciding to go beyond minimum
legal requirements …in order to address societal needs.”
So, explicit in the concept of CSR is the concept of stakeholder
engagement with wider actors in society i.e. that the firm has wider
responsibilities beyond the core legal responsibility to shareholders prioritised in
the Anglo-Saxon ideal model of the firm. But this in itself should be a contested
concept. For it raises the obvious question; on what basis should legitimacy be
conferred on particular stakeholders, particularly where that might involve a
trade-off with other stakeholders? The obvious such trade-off, or conflict of
interest, is between shareholders and employees when an organisation is faced
with decisions regarding employee redundancies.
Nevertheless, whilst the literature on the application of CSR policy in the
context of sports industries is comparatively sparse, those that have examined the
area in any detail have tended to be very positive about its potential benefits.
Smith & Westerbeek (2007, page 48) argue there is nothing to distinguish sports’
organisations from non-sports organisations in terms of the agenda posed by
CSR. Certainly that is the case if they are viewed as essentially entertainment
businesses, as opposed to organisations with explicitly social objectives such as a
sport’s club with a goal of promoting participation in a particular sport for
example. However, they go on to argue that due to their special nature:
“…sport organisations are already implicitly woven into society, an integrative
characteristic limited in commercial business organisations.”
This makes them particularly well-placed to utilise CSR to influence
society and communities in particular through a process of stakeholder
engagement. 
However, in addition, they also argue that there are seven unique features to
“sport corporate social responsibility” (pages 50-51), which make its application
particularly powerful: (1) Mass media distribution and communication power -
sport is a key content for media distributors, and so linking CSR policy to sport
will achieve a higher level of media visibility; (2) Youth appeal – sport is
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particularly attractive to young people, and so social programmes aimed at youth
will have more chance of success if they are linked to sport initiatives; (3) Positive
health impacts – the positive association between sport and good health makes it
an ideal vehicle for health promotion projects; (4) Social interaction - through
cultivating positive sporting rivalries sport can act as a vehicle for promoting
positive group identity and social cohesion; (5) Sustainability awareness – the high
profile and environmental impact of sports’ events makes them ideal vehicles for
demonstrating effective environmental sustainability programmes; (6) Cultural
understanding and integration – sport has an ability to appeal across cultures and
become a unifying factor, the very motivating factor that underlines the mission
of the Olympic Movement; (7) Immediate gratification benefits – the fact that
sport participation and spectating is regarded as enjoyable is a positive association
to link effective application of CSR policies.
On the basis of Smith & Westerbeek’s typology there would appear to be
particular incentives for sport businesses to utilise CSR as an instrumental
strategic corporate policy, as opposed to a charitable or philanthropic one. This
is a view supported by other observers, notably Babiak & Wolfe (2006) in their
study of CSR initiatives related to the American National Football League’s
(NFL) Super Bowl XL game. In explaining the motivation for sports
organisations to develop CSR policies they observe (Babiak & Wolfe, 2006,
pages 215-216):
“Strong relations with the local community are essential for a sport
organisation’s success (i.e. it is believed to affect an organization’s ability to attract fans,
secure corporate sponsors, and to have effective dealings with local and state
governments). The growing focus on community outreach activities by these [sport]
organizations, therefore, is understandable.” 
In the same vein as Smith & Westerbeek (2007), Sheth & Babiak (2009)
identify four unique elements of the professional sport industry that may
contribute to making the impact of CSR policy more impactful: (1) the
enhanced passions of sports fans/consumers in their relationship with their
chosen “product” or team leading to “perhaps increased awareness of socially
responsible messages”; (2) the perception by key stakeholders, notably public
authorities, that there is a wider “social benefit” to sports organisations, even
when they are structured as private businesses (through their unique status as
cultural assets and vehicles for group and community identity), which confers
on them a legitimacy when seeking to leverage public funding which is not
present in most conventional businesses; (3) what they describe as
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“transparency”, the high visibility of all kinds of policy and decision making
practice in the sports industry context in the public consciousness via intense
media scrutiny and public interest; (4) and finally, the argument that sports offers
particular opportunities for shared partnership CSR activities with other key
stakeholders such as media companies, sponsors, suppliers, fans, local
communities, public bodies etc. as it acts as a natural hub for interaction with a
very wide range of other actors/stakeholders; thus reinforcing the wider
argument that sports organisations are uniquely placed to take advantage of
stakeholder engagement strategies such as partnerships with local authorities.
There is evidence to suggest that the positive message of the potential for
positive engagement in CSR policy by sports organisations is beginning to take
root in various areas of European football. For example, between 2005 and 2008
Business in the Community in the UK (2009c) ran the Clubs that Count
initiative with the aim of raising “…awareness of the benefits of community
investment for clubs both internally and externally”, and cited a major increase
in CSR activities by football clubs in the UK over the period. It also
collaborated with the G14 representative organisation of major European
football clubs (which has since been incorporated into the European Clubs
Association [ECA]) to produce a review (Business in the Community/G14,
2008) of CSR activity by G14 members which included case-studies of projects
organised by some of the most important clubs in Europe such as Valencia CF
(Spain), Olympique Lyonnais (France), AC Milan (Italy), FC Barcelona (Spain),
FC Internazionale Milano (Italy), Arsenal (England), Real Madrid (Spain) and
Liverpool (England). Independently both UEFA (2009), European football’s
governing body, and FIFA (2009), world football’s governing body, have
developed extensive CSR programmes and have been promoting the
establishment of similar programmes amongst their member associations.
Perhaps most noteworthy of all has been a specific CSR initiative adopted
by the 2009 winners of the UEFA Champions League, FC Barcelona; the
adoption of the United Nations children’s charity UNICEF as a shirt sponsor
in an agreement which actually saw FC Barcelona sponsor UNICEF, turning
the traditional sponsorship relationship on its head (Hamil, Walters & Watson,
2010, forthcoming)3. 
Historically FC Barcelona had resisted selling the shirt sponsorship rights as
a strong socio-political statement to reinforce the traditional values of
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3 Hamil, Walters & Watson (2010) provide a detailed analysis of the wider strategic imperative
behind the decision to enter into the sponsorship agreement with UNICEF.
community and solidarity associated with the club. But in 2003 the assembly of
delegates of the supporter-owned club voted to sell shirt sponsorship rights. In
2006 the club agreed a five-year partnership deal with UNICEF. FC Barcelona
shirts now display the UNICEF logo, while the club contributes a small
percentage of operating revenue towards the organisation. This is a real sacrifice
– Manchester United’s 2006 shirt sponsorship deal with AIG insurance was
worth £56m. But FC Barcelona was quite explicit as to why it wished to adopt
such a bold CSR strategy (FCBarcelona.cat) (Hamil, Walters & Watson, 2010,
forthcoming) and as to why the motive was not entirely philanthropic: 
“Today, football has become a global phenomenon, and support for Barcelona has
spread spectacularly around the world. The number of club members from outside of
Catalonia and Spain is increasing daily, and the club wants to respond to that show of
passion for Barça. This has developed into a need and an obligation. And the best way for
the club to do that has been to take a step further and become `more than a club around
the world’ as well. This Barça that is so concerned for its people needs to be globalised.
This caring and humanitarian Barça needs to be globalised. It is a strategic decision that
is in keeping with the club’s history and the way that football is continuing to develop
on a worldwide basis. That is why the club has decided to contribute 0.7 per cent of its
ordinary income to the FC Barcelona Foundation in order to set up international
cooperation programmes for development, supports the UN Millennium Development
Goals and has made a commitment to Unicef ’s humanitarian aid programs through the
donation of one and a half million euros for the next five years and now wears the Unicef
logo on its shirts. An agreement that has made Barça unique.”
The UNICEF partnership was as much, if not more so, about globalising
the FC Barcelona brand as it was about corporate philanthropy.
In 2008 English Premier League club Aston Villa, recently taken over by
American investor Randy Lerner (the owner of the Cleveland Browns NFL
franchise), announced a similar, if financially much smaller, shirt-sponsorship
deal to promote Acorns Children’s Hospice – a West-Midlands based charity
providing for terminally ill children. The decision involved the forgoing of at
least £2 million in commercial sponsorship. However, like FC Barcelona’s deal,
it was widely perceived as being part of a wider brand-building exercise in the
West Midlands conurbation in which Aston Villa is situated in close proximity
to a number of rival clubs including Birmingham City, Wolverhampton
Wanderers and West Bromwich Albion (Bennett, 2008).
In summary, there is growing evidence to suggest that the argument that
corporate social responsibility strategies can add real benefits to the wider
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business strategies of sports’ organisations is one that is being taken increasingly
seriously by leading stakeholders in European football. Given this increasing
significance it is therefore all the more important that the theory and practice
of CSR in the football industry be subjected to critical analysis. For, as has been
alluded to above, the virtue of the concept is not entirely uncontested. 
A Framework for Evaluating the Motivation for CSR Practice and for
Raising Some Critical Questions About the Motivations Behind It
Hamil had been involved in a major research project (Adams et al., 1990)
on CSR in the 1989-1990 period entitled the Changing Corporate Values study.
What this study revealed was that whilst there was indeed much that was
positive about firms’ CSR activities there was also much that was contentious.
However, despite this there was a widespread tendency for CSR to be viewed
uncritically by commentators. A more recent example demonstrates the
problems with this uncritical approach. 
In 2002 the American Tyco Corporation collapsed following a long-
standing fraud perpetrated by its Chief Executive Officer (CEO) Denis
Kozlowski for which he would subsequently be jailed. Prior to his disgrace,
under Kozlowski’s leadership Tyco had been a leading exponent of CSR
practice. The Financial Times commented (Yeager, 2002):
“It was the company’s philanthropy that allowed Mr Kozlowski…to claim a
place in the modern American establishment…[the objective was]…to boost the
company’s image and turn Mr Kozlowski into a pillar of the community in New York
and New Hampshire [where the company was headquartered].”
The CEO of the United Way of the Greater Seacoast (a business charity
fundraiser) called Denis Kozlowski a “philanthropic hero of New Hampshire”.
But Denis Kozlowski was less generous with his personal funds. In 2001 Tyco
made a corporate charitable donation of $1.2 million to the Christopher Reeve
Paralysis Foundation. The Kozlowski family foundation donated $5,000.
In parallel with these extensive charitable donations Tyco was also a major giver
of political donations, donating $600,000 over the 1997-2001 period including to a
group which fought the imposition of a state income tax in New Hampshire.
The Tyco/Kozlowski example, if extreme, is nevertheless instructive because
it illustrates, if in rather graphic terms, that CSR practice does indeed have
potential for negative as well as positive practice. And on that basis it deserves to
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be subjected to the same critical analysis and evaluation as might be applied to
any other area of management/business practice. A potential framework of
critical analysis is presented by Donaldson & Preston (1995).
Donaldson & Preston (1995) reviewed the theory on stakeholder theory up
to that time. They produced a framework for evaluating various justifications for
stakeholding as a concept which is also useful for evaluating justifications for
CSR practice. Utilising the Donaldson & Preston framework Hamil (1997)
summarised the rationale for CSR as follows:
“Corporate Community Involvement (CCI) [CSR] can be supported on two
key grounds. It can be pure philanthropic behaviour which benefits the recipient only
and demonstrates the donor’s social conscience, what Donaldson & Preston (1995)
classify as normatively motivated. Secondly, it may be utilized as a strategy tool
through which to secure competitive advantage, what Donaldson & Preston (1995)
classify as instrumentally motivated. In the case of the latter it is argued that real
benefits for the donor, as well as the recipient, can be achieved.”
On normative grounds are football clubs, as constituted as private
businesses, legitimately entitled to engage in CSR practice? If they are wholely
owned by their members, as in the case of FC Barcelona, or by single private
owners as is the dominant model of ownership in English and Scottish football,
then they clearly are. Owners are entitled to spend the revenues of the
organisations they own as they see fit. In the context of principal-agent theory
this is an important point. At the heart of the debate surrounding the legitimacy
of CSR is the argument most famously articulated by the economist Milton
Friedman (1970)4 that the job of business is to make profits and that use of
corporate funds for charity (or CSR) is socialism or even theft. In the context of
a football business floated on the stock exchange the clear implication of the
Friedmanite philosophy is that that any CSR activity undertaken solely for
philanthropic reasons by a public company would at the very least have to have
secured the permission of the shareholders in a vote. However, such challenges
rarely occur given that CSR is such a marginal activity in most businesses.5
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4 For a summary of the debate see Hamil, 1997, pages 8-12.
5 Though in 2005, a group of shareholders at Celtic Plc, co-ordinated by a co-author of this paper
- Hamil - did succeed in requisitioning an independent resolution onto the agenda of the Celtic
Plc Annual General Meeting calling for shareholders to support a proposal that the football team
play an annual charity match to raise funds for the Celtic Charitable Foundation. The Celtic Plc
Board did not support the resolution and it was defeated (Celtic Plc, 2005, page 48).
Moving on to the instrumental motivation in the context of the football
industry: the key driver at the heart of the instrumental motivation is that
football clubs are uniquely placed to deliver social policy objectives (Business in
the Community/G14, 2008; Business in the Community, 2009c; Sheth &
Babiak; Smith & Westerbeek, 2007). Assuming this is correct, then these football
clubs must expect something in return. A critical analysis of the instrumental
motivation raises a serious of challenging questions6:
1. Where football clubs are assisting in the implementation of a
government-sponsored initiative, for example anti-obesity strategies in
the UK, then is the club’s CSR strategy simply a de facto “political
donation” in return for some kind of wider public benefit, for example
assistance in the development of a new publicly financed stadium? If so,
does this matter?
2. What (electoral?) mandate do executives/owners of football clubs have
to take social policy decisions? As Milton Friedman argues in his
seminal 1970 New York Times Magazine article (1970, pages 250-251),
there is a case for saying that CSR programmes usurp the
democratically mandated role, through the election process, of
governmental institutions to administer social policy. Businesses, he
argues, have no such mandate, or indeed expertise, in this area.
3. To what extent is CSR simply an exercise in executive vanity or an
exercise in an attempt to secure public honours using organisational
revenues? e.g. “gong-hunting”. Historically, some critics have argued
that a significant proportion of corporate donations in the UK have
been made to charities patronised by members of the British royal
family (Hamil, 1999, page 21).
4. Is CSR simply corporate public relations window dressing? For
example, both the two largest football clubs in Scotland, Celtic and
Rangers, both have Carling lager (Coors) as a shirt sponsor but also
make donations to anti-alcohol abuse charities. Excessive alcohol
consumption is recognised as a major contributor to public order
problems at football matches in Scotland.
5. Bankrupt football clubs in England and Scotland are constantly seeking
protection from creditors through the financial administration process,
a process through which a wide range of stakeholders who are creditors
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6 See Hamil 1997 & 1999 for a more detailed exposition of these questions.
to football clubs are paid only a fraction of what they are owed. Is the
core social responsibility of a football club to operate a sustainable
economic business rather than divert resources to CSR activity? For
example, since 1992 over half the clubs in the English Football League
(the three divisions below the Premiership) have fallen into bankruptcy
(Deloitte, 2009, page 13). At the end of the 2007/2008 season SPL club
Gretna FC collapsed into liquidation and was expelled from the league.
6. Much club CSR activity is actually fan-led activity for which the clubs
take credit through allowing the club brand to be leveraged. How do
you distinguish “good” stakeholders and “bad” stakeholders? Are
corporate sponsors (Coors?) more important than fans’ groups (who
will always be with the club)? Are there “responsible” fans’ group
stakeholders and “irresponsible” fans’ group stakeholders? 
By posing the questions above the authors do not seek to disallow the
legitimacy of the CSR concept as a whole. In fact, the evidence from the
research project into the CSR activities of Scottish Premier League (SPL) clubs
in the 2007/2008 season will demonstrate that effective application of CSR
policies by football clubs offers very many benefits to both the donor and a very
wide range of stakeholder recipients of such policies. The purpose of the above
discussion is simply to demonstrate that the CSR concept is not simply a one-
way street in terms of cost/benefit analysis. For this reason it requires analysis
which is both open to identifying its potential strengths whilst also not blind to
its potential hazards.
Research Methodology for 2007/2008 Scottish Premier League 
CSR Study
One of the difficulties when attempting to assess the efficacy of CSR policy
is the fact that there is a paucity of empirical studies which seek both to describe
the detail of CSR policy, and the motivations of corporate executives for
implementing such policies. This is particularly the case in the sport sector. This
serves to make more difficult the challenge of understanding the dynamics of
CSR policy implementation. In an attempt to address this deficit in 2003
Morrow & Hamil conducted an initial scoping study of CSR practice in the
SPL. The study revealed that public disclosure by SPL clubs of CSR practice was
extremely limited and made it very difficult to assess the quality, quantity and
effectiveness of this activity. In 2008 they initiated a more comprehensive study
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which sought to address this problem of limited information on CSR practice
amongst SPL clubs.
The focus of the research study was on the clubs that took part in the
Scottish Premier League (SPL) in season 2007/08. This sub-section of
professional football in Scotland was selected as it represented the most
successful clubs in terms of on-field activities which could be expected to also
represent the country’s biggest clubs in financial terms. The clubs selected and
some background information is set out in Table 1:
Table 1
First season in y.e. 2007 Season 2007/08
Formed Top Top Turnover League Average
division division (£000s) position home
(current attendance
spell)
Aberdeen 1903 1905/06 1905/06 7,519 4 11,699
Celtic 1888 1890/91 1890/91 75,237 1 56,676
Dundee United 1909 1925/26 1996/97 4,011 5 8,730
Falkirk 1876 1905/06 2005/06 3,997 7 5,560
Gretna 19461 2007/08 2007/08 12 3,877
Heart of Midlothian 1874 1890/91 1983/84 10,319 8 13,630
Hibernian 1875 1895/96 1999/00 9,847 6 13,553
Inverness CT 1994 2004/05 2004/05 2,877 9 3,986
Kilmarnock 1869 1899/00 1992/93 8,061 11 6,525
Motherwell 1886 1903/04 1985/86 3,681 3 6,361
Rangers 1873 1890/91 1890/91 41,768 2 48,090
St Mirren 1877 2006/07 2006/07 2,956 10 4,881
1 The club was placed in liquidation in June 2008.
The recent financial history of the SPL is one of consistent financial
instability and unprofitability (PriceWaterhouseCoopers, 2001-2008) with many
clubs falling into bankruptcy in the last decade. The struggle to stay financially
solvent is a major challenge for all the clubs; the two largest, Celtic (2001) and
Rangers (2007) had both undertaken share capital rights issues in recent years
in order to re-capitalise. The struggle for financial sustainability is clearly going
to be a factor informing the implementation of CSR practice.
The research approach adopted involved three distinct stages. The first stage
was a review of the annual reports of the twelve SPL clubs over a three year
period (financial years ending in 2005, 2006, 2007). Studies of voluntary
disclosure commonly use some form of content analysis to interrogate annual
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reports. The aim of this review was to identify disclosure of CSR type activities
within the annual report, including both descriptive information and more
strategic information. The information was recorded under the following
headings: education-related activities, charitable activities, football-related
activities, environmental initiatives, health initiatives, supporter-related
initiatives, economic/regeneration issues, social exclusion and supporter charter.
The second stage involved a review of information on clubs’ websites over the
period January – March 2008. The narrative information was classified under the
same headings as the review of annual reports. As was the case in the 2003 study
the results of this stage of the research were uneven and patchy making it
difficult to discern a clear picture of activity.
Having collated the publicly available picture of CSR involvement by clubs,
semi-structured interviews were then held with representatives of all twelve SPL
clubs. There were several purposes to these interviews. Recognizing that factors
such as club ownership patterns and the small absolute size of several clubs (e.g.
measured by number of employees) might restrict the motivation and/or
opportunity to communicate CSR activities in the annual reports and websites,
one purpose was to allow clubs to provide more descriptive detail about their
CSR activities, their community department structure; its links with
public/private agencies, the extent to which they carried out monitoring and
evaluation of their activities, the extent to which clubs’ stakeholders were
involved in their activities and how they communicated with their stakeholders
about the clubs’ CSR activities. This was also a reflection of the fact that there
was a wide variation between clubs in terms of the depth and quality of
reported information. A second purpose was to engage directly with club
officials with a view to establishing their perspectives on the club’s strategies and
motivations for engaging in CSR and on possible agency issues. This stage of the
research process proved highly successful and a great deal of new information
was uncovered.
Finally the motivations expressed by club officials was analysed utilising the
framework of Donaldson and Preston’s explanatory stakeholder framework of
the firm (1995). As was stated above, a key issue in terms of motivation is the
distinction between CSR activities that are normatively (philanthropically)
motivated; behaviour which benefits the recipient only and demonstrates the
donor’s social conscience. And that which is instrumentally motivated; a strategic
tool through which to pursue conventional business objectives to secure
competitive advantage.
Letters were sent to the clubs’ chief executives (or equivalent) requesting an
interview. This was followed up where necessary by telephone. Interviews took
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place at all twelve clubs between February and June 2008. While the interview
requests were sent to club chief executives, some clubs suggested different
members of staff to be interviewed. 
Research Findings
At the outset it is worth noting that as a corporate body the SPL makes a
corporate commitment to encouraging CSR practice on its website (Scot
prem.com, 2009). However, the uneven nature of information disclosure by the
clubs themselves made it difficult to make precise comparisons regarding their
motivation for involvement in CSR policy practice. However, the qualitative
data arising from the interviews does enable the identification of some critical
differences in how different clubs approach the implementation of CSR policy
and their motivations for doing so. In this paper a detailed summary of the
approaches adopted by six leading SPL clubs – Aberdeen, Falkirk, Celtic,
Dundee United, Hearts and Rangers - is now presented. The case of Gretna FC
is also discussed briefly.
Aberdeen
Aberdeen is traditionally one of Scotland’s stronger clubs and does not
normally face the threat of relegation. It is where the current Manchester
United manager, Sir Alex Ferguson, established his reputation as a football
manager leading the club to victory in the European Cup Winners Cup in
1983. It is a private company with a controlling shareholder but with several
thousand individual investors. Aberdeen operates a community department,
known as Dons in the Community (DitC), which employs two community
administrators, three full time staff members, and somewhere between 45 and 50
part time paid staff. A very high proportion of these staff are funded through
various government-financed social policy initiatives and while the club uses the
language of strategic CSR the evidence suggests that many of the CSR schemes
it has become involved in have actually been initiated by local branches of
government agencies. There is no evidence that it makes any cash charitable
donations. And there is a clear focus on only getting involved in initiatives which
will be self-financing.
The core focus of its CSR activity, the club argues, is through delivering
positive messages and building self-esteem through football coaching initiatives.
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On behalf of the Scottish Football Association (SFA), DitC delivers a range of
coaching education courses and also runs the Kick Start to Success scheme
(funded by the SPL) which teaches local children life skills such as citizenship and
first aid awareness. A focus on health promotion is demonstrated by the DitC’s
partnership programme with the Food Safety Administration (FSA), which
supplies children with workbooks designed to educate them about food hygiene
and healthy eating. The classroom work is then supplemented by weekly football
sessions to teach the importance of fitness. The social objectives of the club are
achieved through social exclusion initiatives, including “Midnight Leagues” to
help keep young people out of trouble by keeping them off the streets.
The club believes that there have been real benefits from its CSR programme
in terms of increasing supporter numbers. The club interviewee stated:
“…the number of children wearing Aberdeen strips has increased markedly in
[recent] years…”
And this is clearly regarded as a critical benefit. One of the key objectives
of the Aberdeen CSR programmes was that those who attended would then
attend games as a “natural byproduct” thus increasing crowds. All of the CSR
initiatives were regarded as:
“…requiring a football element. Without the football element, you’ll not get the
interaction and you’ll not get the buy-in from the people that you’re trying to
encourage.”
But there was little evidence of any serious cost-benefit evaluation of the
club’s CSR programmes. For example, in relation to Midnight Leagues and their
impact on youth crime the Aberdeen interviewee observed:
“Whether there’s a 1 to 10 number attached to that, I’m not sure we could look
into that and come up with numbers but certainly the police are happy with it, the
neighbourhoods are happy with it, we’re happy with it and, more importantly, the
youngsters are happy with it because that’s where we should be aiming our focus.” 
There is a general sense that Aberdeen are a club who have become
involved in CSR largely as a result of encouragement by external, mainly public
sector, agencies, and have then found unexpected tangible benefits; so for
example reference in the interview is also made to coaching programmes as a
source of young playing talent. The Aberdeen interviewee observes:
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“…you are taking on a challenge [CSR] that for many years was not really the
type of area a football club ever looked at. Football clubs really used to be about home
games, 20 games a season, people turning up for an hour or two, going away and that
was it…the last five years, there’s been an awful lot more social engagement with
government agencies [and] local authorities. That’s increased and changed the nature
of the community programmes so it becomes less focused on numbers [and] more
focused on the deliverability of individual programmes.”
So Aberdeen’s focus on which activities they participate in is largely
determined by outside agencies, whether that be local or national government
or the SFA and SPL. 
Interestingly an emerging motivation for Aberdeen’s involvement in CSR
was its promotion of the concept of a publicly funded “community stadium” in
which the club could play. Perhaps surprisingly there was little evidence of
trying to involve organized supporters’ groups directly in CSR activity.
It is clear that Aberdeen’s involvement is CSR is almost purely motivated
by an instrumental desire to promote the club’s brand in the wider Aberdeen
community, and that a key driver in the development of its CSR policy has been
encouragement by various government agencies keen to partner with a football
club to achieve public policy objectives.
Falkirk
Falkirk was a newly promoted club which had recently emerged from
bankruptcy and was located in a new stadium built in collaboration with it local
council. It had a range of shareholders none of them dominant. Its Chairman
was a former General Secretary of the Scottish Trade Union Congress (STUC). 
The Falkirk Stadium was a new two-sided stadium, the result of a joint
venture between Falkirk Football Club and the Falkirk Council. The holding
company was called Falkirk Community Stadium Ltd. A major challenge for the
stadium company was the need to complete the two unfinished stands. This
required the stadium to function effectively as a 364 days a year financially
break-even business. Additional finance for infrastructure development to build
the remaining two stands had to be provided by the club and the local authority.
For the latter there were other pressing expenditure priorities. As a result, it was
particularly important for Falkirk Football Club and Falkirk Council that the
Football Club maintain legitimacy with Falkirk Council and its local electors
and council tax payers as being a genuine community asset which added value
for all the citizens of the Falkirk Council district.
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In order to justify the stadium expansion the club needed to increase the
number of supporters attending games and buying Falkirk Football Club goods
and services in order to allow the Club to successfully compete in sporting
terms by being able to hire better quality sporting labour, and thus to finish
consistently higher in the SPL and secure financial stability. 
Falkirk’s community department was seen as an integral part of the club’s
business and its motivation for its substantial involvement in CSR was clearly
instrumentally motivated. The club’s community department had five full time
staff and about 20 part-time coaches and they worked with approximately 2,500
local children.Their salaries were paid through a mixture of fees for services and
from various government-funded social policy initiatives delivered through the
football club and there was no evidence of direct cash charitable donations. The
fundamental focus of Falkirk’s CSR activities was football-related through their
community coaching activities. It was not built on traditions of charitable giving
or philanthropic gestures such as at a club like Celtic (see below). Falkirk’s
experience with bankruptcy had sharply focused its new management on the
need for financial sustainability, and this meant utilizing stadium facilities for CSR
coaching-related purposes on the 13 out of 14 days when there was not a match
at the stadium. This served to drive revenues and attract people to the stadium who
might subsequently become supporters. As the Falkirk interviewee stated:
“We’re not a charity. It [CSR] can’t be to the detriment of our core business, it’s
got to be as well [effective] as our core business and it’s got to be to help our core
business…there is a method in all this [CSR] madness and there is a business vehicle
behind it.”
However, the club was explicit about ensuring that there needed to be a
mutual advantage to this CSR activity with its recipients. The Falkirk
interviewee noted:
“A partnership should be mutually beneficial and maybe in the past the football
club was guilty of just taking all the time.” 
This viewpoint is the key to building a strategic business case, as Falkirk was
focused on their business and that was the core of what drove them as a club –
it is not that the CSR aspect was an afterthought, but it needed to be sustainable
so that the club could be financially sustainable. 
Central to the equation of mutual advantage was the power of the football
club as a focus of community identity:
96
Social responsibility and sustainability in sports
Sean Hamil, Stephen Morrow
Catharine Idle and Lauren O’Leary
“What’s the common denominator in all this? The football club…that wee
badge there. That’s the things that brings the 5000 [supporters who attend home
matches] together.” 
Though ironically, there was little evidence of any close working
relationship with the main supporters’ organization, the Bairns Trust, on CSR
activity (the Bairns Trust was also a shareholder in the club). 
However, underlying all the CSR activity was a recognition that all CSR
revenue needed to be specifically ring-fenced as in times of sporting crisis there
was always the danger that all club revenues would be cannibalized to invest in
new players:
“…sitting sixth in the SPL, not going to be relegated. Great [it is easy to argue
for investment in CSR activity]. Come and see me when we’re sitting eleventh, one
point off the bottom. I’m not going to be talking about learning centres. We are going
to be talking about winning the next game because…[without that]…everything else
will collapse and I think you lose sight of that at our peril.”
In summary, the Falkirk Football Club CSR policy was a direct response to
(a) the need to host revenue generating services (in this case social services, both
public and club-initiated [e.g. coaching for school children]) at Falkirk Stadium;
(b) to enhance the legitimacy of Falkirk Football Club with the local authority
and other public sector agencies; (c) to draw new supporters to the club.
Critically the Club and the stadium company needed to be sufficiently
financially successful to justify new financial investment to complete the
construction of the remaining two sides of the stadium; some of this investment
would need to come from the local authority Falkirk Council. Whilst the CSR
policy was judged to have been historically successful and there were
opportunities for future sustainable development there were also significant
threats, notably the threat posed by possible relegation of the club from the SPL
with the inevitable impact on financial revenues. These threats needed to be
analysed and neutralized if the past success of the CSR programmes was to be
consolidated and built on.
Celtic
Celtic has one of most significant and highly developed CSR programmes
of any club in Britain. The club was formed in 1888 by Brother Walfrid, a Marist
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catholic brother, to assist the poor and needy in the East End of Glasgow where
Celtic’s ground is still located, who were mainly Irish catholic immigrants. The
club was specifically called Celtic, as a symbol of unity between the “celtic” Irish
catholics and the “celtic” Scottish protestants. Historically, the majority of the
club’s following have come from the descendents of Irish catholic immigrants,
but not exclusively so. It is these origins as a charitable institution that make
Celtic’s particular focus on CSR distinctive from those of other Scottish clubs.
Whilst the club is now structured as a public limited company quoted on the
London Stock Exchange and has approximately 27,000 individual shareholders
(but a with dominant shareholder, Irish businessman Dermot Desmond), there
has been a long tradition of the club involving itself in, and facilitating,
charitable fundraising activities, particularly by the Celtic Supporters Association
(CSA) which is the main independent supporter group, which it continues to
do to the present day.
Celtic is arguably the biggest club in Scotland; it currently has the highest
average attendances and the highest financial turnover and has played regularly
in the UEFA Champions League in recent years. It was the first British club to
win the Champions League predecessor, the European Cup, in 1967; and was a
finalist again in 1970, and a finalist in the UEFA Cup in 2003. Celtic’s CSR
activity is almost exclusively delivered through the Celtic Foundation, an
independent charitable foundation established in 1995 following a bitter
takeover of the club by Scots-Canadian businessman Fergus McCann. Some
would see the establishment of the Foundation as another element of McCann’s
modernising agenda at the club.
Unlike virtually all other Scottish clubs a very significant proportion of
Celtic’s CSR activity can be categorized as “charitable”, or philanthropic in
motivation, such as donations to the Children’s Hospice Association Scotland; as
opposed to social policy initiatives delivered on behalf of external agencies such
as government departments like the Department of Health. (Though Celtic is
heavily involved in delivering government funded social programmes as well).
This reflects the fact that a key element of Celtic’s CSR activity is the leveraging
of charitable fundraising by supporters using the power of the Celtic brand as a
fund-raising device. Though, as was mentioned above, frequently these initiatives
are actually initiated by supporter groups who approach Celtic with a view to
fund-raising for particular causes either via the Celtic Foundation or
independently.
The Foundation has a separate set of trustees, 16 full time staff members and
over 100 coaches at any given time. The Celtic Foundation’s structure presides
over the following areas of Celtic’s CSR initiatives: the Celtic Charity Fund;
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Celtic Learning Programmes and Learning Centre; Football in the Community
(FitC) and Community Coaching Programmes; Celtic Girls Community/Youth
Academy and Celtic Ladies FC; anti-bigotry initiatives (anti-racism and
sectarianism); Old Firm Alliance Project; Celtic Against Drugs; Support
Employment; and Services to Schools. The Celtic Charity Fund (CCF) alone
distributed monetary assistance to over 69 causes in the 2007/08 fiscal year and
raised £400,000, with in-kind contributions from the club coming to a total of
£127,000, together with a cash donation of just over £10,000. There is
evidence that Celtic operates a more sophisticated form of cost-benefit
evaluation of its CSR programme, which is perhaps an indicator of the scale and
maturity of its CSR operations.
Whilst Celtic is a public limited company the language its senior executives
use to justify its CSR activity is not instrumental, but largely that of
philanthropy. The Celtic interviewee observed:
“We’ve got 27,000 shareholders, 60,000 season tickets, we’ve got 3 or 4 major
shareholders, we’ve got 9 million supporters worldwide. I think Celtic is different and
people buy into Celtic based on its traditions, its history and fully support it. As I say,
it’s in the DNA…They [the fans] see themselves as different, they see themselves as
socially responsible, they identify with the projects that we do…”
He elaborates on the implications of this:
“Celtic is an institution…it was born in the community, it lives in the
community and there’s a sincerity of wanting to make a difference and change
people’s lives using the power of Celtic…Commercially, if you put Celtic on a shirt
or a mug or a t-shirt or anything, people will buy it and if you put Celtic on a
community project, people will listen and come and we’re trying to use that power
in a more social way as well as commercial and football.”
Celtic strongly believes in its unique position within the football world.
Notably the Celtic interviewee observes: 
“I don’t think we’re typical as a club….Barcelona [has] a similar ethos that we
know we can connect with. This [Celtic] is more than a football club…”
He then goes on to say that Celtic was indeed the first team to truly signify
an existence beyond just that of a football club because of the roots from which
the club has evolved. 
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A particular focus of Celtic’s CSR policy has been to address the problem
of religious sectarian bigotry. The club makes donations to charities that
promote and foster religious and ethnic tolerance, demonstrating that the club
is clearly aware of the importance of this very sensitive issue. It has also
established the Old Firm Alliance in partnership with its rival Rangers to address
the problem through such mechanisms as football coaching courses. 
Clearly, whether intentionally or unintentionally, the net effect of Celtic’s
CSR strategy is to work to reinforce the club’s commercial power with its
fanbase by connecting the club with its charitable roots, even though it is now
structured as a public company. It could be argued that the club is achieving
instrumental benefits de facto through its extensive CSR activity, even when
much of this activity appears overtly philanthropic in its motivation. But the
club seems less self-conscious than other Scottish clubs about the need for the
CSR activity at the club to justify itself instrumentally. Of course in Friedmanite
terms Celtic is behaving in an inconsistent manner given it is a private, and
supposedly profit-maximising, company.
Dundee United
Dundee United is controlled by a local business family, the Thompsons, but
with a significant number of independent shareholders including a supporters’
trust (a co-operative society which holds shares in common on behalf of its
supporter members) called the ArabTRUST – supporters of Dundee United are
known as “Arabs” for reasons lost in history. The Thompson family took control
of the club after a protracted takeover battle in 2002 at what had historically
been a very conservatively managed club, but one with a rich footballing history.
They won the Scottish Premier Division in 1982/83 and reached the final of
the UEFA Cup in 1986/87 beating FC Barcelona en route. Since taking over
the club the Thompsons had sustained significant financial losses on their
investment and their motivation for running the club was widely assessed as
being at least semi-philanthropic in nature.
In 2007/2008 two full time staff members worked on the club’s CSR
initiatives, plus a limited amount of part-time staff that assisted with community
projects together with a number of community coaches. The community
department was a department of the club and not a separate charitable
foundation. The majority of Dundee United’s CSR work was football-related,
with activities such as football camps, and supporter-related through an inclusive
partnership that the club had established with the ArabTRUST. In fact, Dundee
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United was unique in the SPL in the extent to which they established a close
relationship with their supporters’ trust (there are supporters’ trusts at virtually
every SPL club usually maintaining quite small shareholdings) and it is this
relationship that had led to many of the relatively recent developments in the
club’s CSR initiatives. To some extent this might be regarded as making a virtue
of necessity as the club was, in the words of the interviewee, a “£5 million
turnover company making a £1 million loss”. The club did not have the
resources to implement a significant range of CSR initiatives without the
support of its fans and the supporters’ trust was happy to be able to provide these
services for their club. And some pessimism was expressed about the club’s
capacity to build the scale of its CSR activities going forward - the interviewee
stated:
“I certainly cannot see how most Scottish football clubs can fulfill the
community role that I think a lot of people out there expect them to fulfill, given the
limited budgets and finances, apart from Rangers and Celtic [who] are making profits
and attract a lot of funding from lots of different sources that we just can’t tap into,
so it’s difficult.” 
What direct CSR initiatives the club did engage in were strongly
instrumentally motivated. So the interviewee observed in relation to
community coaching programmes run by the Community Department:
“I’ll be perfectly frank with you… there should be benefits to the club further
down the line… as well as doing the right things [and] by taking that coaching out
there and doing work in the community, they’re raising the profile of the club.
Hopefully you’re attracting some future supporters.”
However, there was evidence of an emerging appreciation of the value of
partnership projects with external, mainly public, agencies. So the interviewee
observed that despite the fact that the “[Dundee] city council would recognise
the fact that Dundee United play a big part in the local community”, the club
recognises that they may have not had “as much involvement with the city
council as we should” and were now striving to address this issue through a
number of education-for-work related initiatives.
In summary, CSR policy was in the process of evolving from a low base at
Dundee United, with a strong instrumental orientation, and with an innovative
(and indeed unique in the context of the SPL) emphasis on collaboration with
a key stakeholder, the Arab supporters’ trust.
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Hearts
Heart of Midlothian, or Hearts as they are known, are located in Edinburgh,
Scotland’s second largest city. In the 2007/2008 season it was Scotland’s third
best supported team. It is owned by Lithuanian businessman Vladmir Romanov.
By 2007/2008, after initially investing heavily in the football player squad,
Romanov had begun to adopt a more conservative approach to player
investment and retention as the club was making very serious financial losses,
and debt, guaranteed by the owner, stood at nearly three times financial
turnover, a level widely regarded as unsustainable in the long-term.
Their community department, responsible for CSR policy, was situated
within the club until 2006, when Hearts set up a separate charitable organisation
called the Heart of Midlothian Education and Community Trust (HMECT) in
order to harness the “Power of Sport” and provide innovative CSR programmes.
The HMECT aims to provide for the community by focusing on programmes
that address the five key areas of grassroots sport; club development; healthy
communities; healthy lifestyles; and education. 
The impetus to create a charitable trust for the club was the need to access
government funds to run the club’s CSR programmes, and becoming a non-
profit organisation had allowed them to secure greater resources from a range of
public agencies such as Sport Scotland, the latter being the main government
funding agency for sport in Scotland. Although HMECT ran a variety of
programmes, they only had two full-time staff running the Trust, whilst the
majority of activities were subcontracted to other public and private providers.
The interviewee stressed that: “…it’s through our partnerships that we get [our]
strength.”
HMECT also raised money by soliciting supporters of the club who were
willing to support their local community. The importance of being a separate
charitable trust was that it ensured that Hearts’ CSR initiatives were not
dependent on the success of the club as a whole, and as the interviewee noted: 
“Regardless of how the team performs on the pitch or regardless of the politics
of the club on a day to day basis, we can just get our head down and concentrate on
the community aspect of the club.”
This was regarded as key to maintaining a successful CSR strategy at
Hearts.
The HMECT recognised the inherent unique quality of football, and sport
in general, to engage with their community and it is this power that
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fundamentally drove the CSR initiatives that the HMECT implemented.
Unlike other clubs in the SPL, the immediate focus did not rest on the business
case for CSR – as CSR policy was implemented by a separate charitable trust,
there was no need to ensure that CSR programmes made a profit or benefited
the club directly. Their first and foremost priority was to:
“…fulfill the needs within the community. [Our] complete ethos is [to] identify
a need, [ask] can the club support that need or benefit that need, [and find out] who
is responsible for administering or dealing with that need within the community…” 
This may be why their fundamental focus was not necessarily on creating
football-related CSR activities, as that may not have reflected the genuine needs
of their community; the core focus was on public health-related initiatives.
However, this does not mean that HMECT were not aware of the business case
for CSR, only that it was not the main motivation driving what they did. It is
clear that they understood meeting the needs of the community that sustains
them would help to ensure that the club itself remained sustained. As the
interviewee stated:
“The first phase is respond[ing] to needs within our community and provid[ing]
a tangible benefit for health or education or social responsibility…the result is
hopefully phase 2 for us, which is potentially some people come and watch the club,
some people might buy a season ticket or a shirt…” 
The core motivation for CSR policy implementation at Hearts appears
fundamentally philanthropic in nature, but with instrumental benefits for the
club occurring as a result nevertheless.
Rangers
Rangers Football Club (FC) competes only with Celtic in terms of the
depth and breath of its fan base and revenue generating capabilities in Scotland.
It won the European Cup-Winners Cup in 1972 and was the beaten finalist in
the 2008 UEFA Cup. Rangers traditionally draws its fanbase from Scotland and
Northern Ireland’s protestant population and until 1989 had never signed a
catholic player. This discriminatory practice ended in 1989 with the signing of
former Celtic player Maurice Johnston by manager Graeme Souness, the former
Liverpool player. 
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Like Celtic, its great sporting rival, Rangers operated an extensive range of
CSR activities. In 2002, Rangers FC created a separate charitable foundation for
their CSR activities and programmes. The Rangers Charity Foundation (RCF)
is overseen by a trustee body and has three full-time staff members. It also
employs around 80 community coaches. Over the 2002-2008 period the
Foundation made donations of over £500,000 in cash awards and over
£670,000 of in-kind support. The RCF allows different charities to organize
fund-raising collections at matches and acts as a mechanism for leveraging the
Rangers brand to assist other charities to raise funding.
The key priority areas for the Foundation are: the needs of children,
education, social inclusion, tolerance and understanding of the beliefs of all
sectors in the community, and health and well-being. There are several initiatives
that address each of these areas and many are delivered in partnerships with
outside agencies. The vision of the Foundation is outlined on the Rangers
Charity Foundation website as follows:
“With your help, we want to be a champion of social responsibility and
charitable giving for Rangers Football Club, making our supporters proud of the
charitable traditions of their club. We aim to maximise Rangers Football Club’s
potential to make a positive and lasting difference to those most in need.”
In a recognition of the growing sophistication of the club’s CSR activities,
in 2007/2008 Rangers received the Business in the Community ‘Big Tick’
award, which recognises excellence in community projects, for helping more
than 140,000 children to academic achievement through its Study Support
Centre. The season also saw the RCF celebrating their five-year anniversary by
establishing the Rangers Community Grants Scheme, which focused on raising
and donating money to grassroots community groups within the Ibrox/Govan
area where its ground is located. 
While a significant element of Rangers’ CSR activity might be classed as
philanthropic in motivation, for example through the facilitation of charitable
fundraising by external charities utilizing the Rangers brand, the club
articulates an underlying instrumentality in how it has developed its CSR
policy. There is a clear sense that all club activities, including CSR, should
ultimately contribute to the success of the football team on the field of play.
Its interviewee observed:
“We’re sometimes victims of our own success in a way that because it’s football
and the profile of the brand, people kind of assume that we should be ploughing vast
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amounts of money into this area and that we do have vast amounts of money that we
can [donate]… and really, our business is about football.”
The interviewee recognised that the Rangers club, and therefore the brand
itself:
“…is an incredible mechanism for delivering a variety of different messages
[and] our kind of charity foundation assists overseas causes and last year it was roughly
about 20 organisations that benefited from either using the range of [our] brand to
stimulate interest or profile or using a player to stimulate the profile for the charity
or using memorabilia or tickets or signed tops to raise some money for them.”
This clearly demonstrates how aware Rangers are of their ability to utilise
their ‘brand’ power in order to affect change, not only locally but internationally
as well, and they are increasingly searching to benefit the club instrumentally by
leveraging the brand awareness in the CSR context. 
In addition to providing assistance to overseas causes (and thereby creating a
much wider ‘community’ in which to conduct their CSR activities), Rangers also
offer soccer camps around the world in order to continue spreading international
awareness of the Rangers brand, alongside team tours, an invitational tournament,
and a residential camp where 17 countries were represented in 2007 and this is
considered by the club as “…not necessarily under the CSR banner”. So there
would appear to be an overlap between the club’s CSR strategies and wider, more
mainstream, commercial brand development strategies.
Perhaps with this in mind, in the 2008/09 season the RCF focused its work
on three different charity partners after a strategic review of the organisation’s
charitable activities following the growing success of its charitable and fundraising
activities - its community partner is Fairbridge in Glasgow (a young persons’
charity); its national partner is the Royal National Institute for the Blind (RNIB)
in Scotland; and finally its international partner is UNICEF, the UN’s children’s
charity. UNICEF was selected as the Rangers Charity Foundation’s international
partner for an initial three year period, which made Rangers the charity’s only
Scottish football partner and only the sixth partner club in world football
alongside the likes of Barcelona, Manchester United and AC Milan. The
Foundation pledged to raise £300,000 to fund a UNICEF education project in
India across 15 states, reaching over 45,000 children in over 200 schools.
This UNICEF partnership demonstrates the commitment that Rangers
have to developing a long-term strategy and creating partnerships that will
extend for longer than a few years. It also shows that the club is trying to create
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a sustainable business model for their charitable foundation which can be
viewed as instrumentally positive. 
Rangers’ current strategic focus indicates that the club is trying to position
itself alongside the biggest clubs in the world in order to receive the same sort
of public recognition that these clubs enjoy as a result of their affiliation with an
internationally respected charity. Their affiliation therefore can be construed as
instrumentally positive, as the partnership will be mutually beneficial for both
organisations. In doing so the club exemplified a highly sophisticated
instrumental approach to the development of its CSR policies.
Gretna FC
In February 2008, one of the twelve members of the Scottish Premier League
(SPL), Gretna FC, collapsed with a reported £4m worth of debt. Gretna was an
unusual club. From a town with less than 10,000 inhabitants its rise from non-
league English football to the top division of the Scottish football, a Scottish Cup
final appearance followed by one round of the UEFA Cup, was financed entirely
by idiosyncratic millionaire Brooks Mileson who spent £4m achieving his goal.
However, in February 2008, when Mileson fell seriously ill (a condition he
ultimately did not recover from, eventually dying in November 2008), funding
was withdrawn and the club collapsed into financial administration. In fact it was
only able to fulfil the rest of its fixtures through advance payments on prize money
from the SPL. At the end of the season the club was liquidated and left the league.
Gretna supporters subsequently formed a new club in non-league football using
the fans’ owned supporters’ trust fan ownership model.
Representatives of Gretna were interviewed as part of this research project
and detailed an extensive CSR programme in Gretna’s local area underwritten
by owner Brookes Mileson, and one that was almost entirely philanthropic in
terms of identifiable motivation. Brookes Mileson was a prominent
philanthropist in other sectors outside football, for example in relation to animal
welfare charities. The financial collapse of Gretna raises the obvious question as
to whether it is the case that the ultimate CSR objective of every business
should be to remain economically solvent?
Some “Tentative” Conclusions 
At the outset of this paper the authors acknowledged that, given the
exploratory nature of this study in a field that has historically been under-
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researched, it is possible to come only to tentative conclusions regarding the
nature and impact of CSR policy amongst the clubs of the Scottish Premier
League. However, what the findings do demonstrate is that, in line with the
conclusion of previous studies of CSR policy and practice by Hamil (1997 &
1999) in particular, the CSR concept is a good deal more complex and
heterogeneous in the outcomes it engenders, both positive and negative, than
is widely acknowledged in much of the literature on the subject where there
has been a widespread tendency to assume that it is universally a “good” thing.
Having said that, on the evidence of this study, there is little evidence that
CSR, as it is currently practiced, is having any negative consequences; and there
is considerable evidence that the CSR practices of SPL clubs are having a
socially beneficial impact. However, the lack of evidence for negative
consequences may simply reflect the still essentially marginal nature of the
CSR policy impact in the wider sphere of Scottish football politics and the
public policy environment. 
Nevertheless, having acknowledged the limitations of the study in terms of
its ability to offer a definitive analysis, the research process was still sufficiently
robust to allow the authors to draw a few tentative conclusions from the data:
• There is a high level of CSR activity in the SPL but it is poorly
communicated, and disjointed in its implementation, with huge
variations in the scale and nature of the approach adopted by individual
clubs.
• The dominant motivation is instrumental, often, but not exclusively,
driven by external public agencies that recognise the particular ability of
football clubs to attract stakeholders (e.g. young people) otherwise
difficult to engage with via conventional social policy delivery
mechanisms.
• The activity is dependent for long-term survival and development on
either continuing sporting success, or an independent institutional form
(such as a club-branded charitable foundation) at arm’s length from the
football club.
• It would be surprising if football clubs did not seek to extract a quid pro
quo for involvement in CSR – this may pose problems in the future as
the scale of CSR policy and practice expands; CSR is a contested
concept.
• Normative, philanthropic motives for CSR involvement remain
significant, notably at Celtic FC and Hearts, despite Milton Friedman’s
philosophical objections!
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There is no doubt that the understanding of CSR as a working concept in
the sports sector has increased over recent years as it has been subjected to more
rigorous analysis, notably by Sheth & Babiak (2009) and Smith & Westerbeek
(2007). However, there is still a tendency in some quarters to view it too
uncritically. This paper has aimed to challenge that tendency by first highlighting
the dimensions along which CSR can be demonstrated to have a contested
nature, and then illustrating the real complexity of how it plays out in practice via
the vehicle of an in-depth qualitative study of its application in a discrete sports
industry environment – the Scottish Premier League (SPL). The practice of CSR
offers many potentially important benefits, but like every area of management
practice it is not completely unproblematic. Research into the subject area should
recognise that central reality. Similarly, it should be recognised, as the experience
of SPL clubs clearly demonstrates, that the challenges facing sports organisations
seeking to implement effective CSR policies are considerable. If the effectiveness
of future CSR policy implementation is to be improved there is a clear need for
more empirical studies that investigate the causes of ineffective initiatives. The
benefits of CSR policy are not always self-evident to practitioners in the highly
competitive environment of a sports’ organisation.
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Perhaps more than ever before the responsibilities and obligations of
commercial enterprises in the Western world are being questioned. This has
culminated in the emergence of a perspective that is captured by the term
corporate social responsibility (CSR) or corporate citizenship (Carroll, 1999).
Those who subscribe to this perspective argue that corporate social
responsibilities extend beyond the profit motives of shareholders and into the
broader goals of society (Lazer, 1996). Some companies respond by adjusting the
direct impact their business operations have on the social and physical
environment. Others assume a broader, strategic vision and adopt a proactive
approach by using their resources to address social problems. 
Given the array of social and environmental problems, corporations must
make decisions about which issues they are best placed to address and those that
present the greatest opportunities. According to Porter and Kramer (2006, p. 13),
“Organizations that make the right choices and build focused, proactive, and
integrated social initiatives in concert with their core strategies will increasingly
distance themselves from the pack”. Sport is one such area that offers scope to
develop projects that can be described as integrated social initiatives. In the
remainder of this chapter we will continue to refer to ‘sport’, although we seek
to incorporate the wider perspective of ‘physical activities (PA)’. Sport can be
narrowly defined as those physical activities that are organized according to
internationally standardized rules (in regard to the game, facilities and
equipment) during which individuals or teams compete against each other with
the objective of victory (Shilbury & Deane, 2001; Westerbeek & Smith, 2003).
Sport in a wider sense could also include unorganized, non-competitive PA such
as a fun run or a recreational football game, and serving a broader range of
objectives that may, for example, include activities to improve participants’
health. Sport in the broader PA perspective offers corporations unparalleled
social exposure for numerous reasons. 
First, sport commands substantial media attention leading to outstanding
communicative power and social influence (Shilbury & Deane, 2001; Wenner,
1998; Westerbeek & Smith, 2003; Wright, 1999). Second, sport is inherently
appealing to young people and other socially vulnerable groups who are difficult
to reach (Gioia, 2003; Stewart, Nicholson, Smith & Westerbeek, 2004; White,
Duda & Keller, 1998). Third, sport confers positive health benefits for participants
and has been linked to psychological well-being, physical development, fewer
risky behaviours, stronger communities, and diminished government health
expenditure (Headley, 2004; Sport and Recreation New Zealand, 2002;
Westerbeek, 2009; World Health Organization, 2003). Fourth, sport encourages
social interaction, stability, and social cohesion (Case, 2005; Morris, Sallybanks,
Willis & Makkai, 2004). Fifth, sport has been connected with improved levels of
environmental and sustainability awareness (Smith & Westerbeek, 2004). Sixth,
sport strengthens cultural understanding, social integration, and community
awareness (Lenskyj, 2002). Seventh, sport is popular and fun, generally being
associated with gratification and social cohesion (Dater & Frei, 2004; Strean &
Holt, 2001). Finally, sport can deliver a sense of empowerment, social status and
self-esteem (Trail, Anderson, & Fink, 2000). Of course, that is not to suggest that
sport cannot lead to disadvantageous consequences for associated corporations,
such as through spectator or player violence, drug-taking, or other socially
inappropriate behaviors. However, an inventory of CSR programs that use sport,
presented later in this chapter provides a clear indication that the corporate world
has noted the social influence that sport can elicit, and has sought to leverage it
for more than traditional sponsorships, even if their profit-seeking motivations
remain unchanged. 
Corporations with CSR ambitions have become more interested in sport
as a vehicle for deploying social initiatives and for amplifying their branding
impact (Smith & Westerbeek, 2007). Despite anecdotal reports and a handful of
published cases (May & Phelan, 2005; Westerbeek & Smith, 2005), little
empirical work has been conducted concerning the extent to which sport has
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been utilized in CSR programs, or regarding the nature of that usage. However,
irrespective of the increasing range of potential applications of sport for
assuaging social problems, research into the impact and effectiveness of dedicated
sport-for-(social) development programs remains sparse (Coalter, 2007). This
study provides an initial inventory of sport’s composition within the CSR
activities of the multinational companies rating highest in CSR performance
rankings. 
Motivation to Engage in CSR
In theory, CSR assumes that commercial enterprises are obligated to provide
a return to society in general, and the community that they engage with, in
particular. Benefits should be returned for the prosperity enjoyed (Quazi, 2003).
Noteworthy is the degree to which large corporations have responded to the
CSR call to arms, at least prior to the global financial crisis of recent times.
Although the goal of social influence has undoubtedly proven influential on
corporate decision-making, questions remain about how it is best achieved and
what drives corporate stakeholders towards its achievement.
To begin with, there is some debate about the degree to which
corporations are sincere about their involvement in CSR. It has been argued
that CSR is little more than a thinly-veiled attempt to convince consumers that
companies care about them beyond the contents of their wallets (Henderson,
2005). This view presupposes that CSR is a public relations opportunity in an
already sophisticated marketing mix. Here, CSR might be viewed through the
profit maximization lens, where it is singularly useful as a tool to enhance
business financial performance (Juholin, 2004; Maignan, Ferrell & Hult, 1999;
Schiebel & Pochtrager, 2003). Profit maximization is not the only lens from
which CSR has been considered. Perspectives emphasizing the ethical
obligation behind CSR consider philanthropy a fundamental aspect of business
(Etheredge, 1999; Saiia, Carroll & Buchholtz, 2003). Those focused on the
political dimensions of CSR view the role that a company plays in society, the
associated social outcomes, and the power relations between companies and
consumers, to be the most salient issues (Charles & Hill, 2004; Riggins, 1988).
Something of a balance can be found through stakeholder perspectives which
conceive CSR subservient to those with an interest in a company’s success,
including investors, suppliers, consumers, employees, the community and the
environment (Carroll, 1999; Quazi, 2003; Wood, 1991). Dinan and Sargeant
(2000) argue, for example, that consumers are more likely to consume a product
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if they perceive it to have an immediate and personal relevance. Hence, an
organization with a primary focus on stakeholder relations will benefit from
meeting the needs of their stakeholders. Philosophically, ethically-driven
theorists tend to view CSR as a more sophisticated version of philanthropy.
Political and profit-maximization advocates are also cynical but recognize the
power of CSR in gaining influence in society or in contributing to financial
objectives. Those sympathetic to the stakeholder perspective tend to view CSR
in win-win terms; CSR is sincere but there is no such thing as a free lunch.
These perspectives have an influence on the next point of contention.
There is some debate about how corporate money should best be
employed through CSR programs. For the profit maximist, the question is one
of return on investment, for the politicist one of influence, for the ethicist one
of societal good, and for the stakeholder-inclined, one of balancing the
complex agendas of numerous groups. Given the disparate possibilities, from
social welfare schemes to environmental conservation, it is clear that there may
be many paths and agendas associated with CSR. In one respect, as Kok, Van
Der Wiele, McKenna and Brown’s (2001) definition emphasizes, it is easier to
view CSR in terms of a firm’s obligation to use its resources to benefit society;
a perspective that limits speculation about motivation. While motivation for
engaging in CSR is clearly relevant, the current study aims to categorize the
role of sport. With this aim in mind, we proceed with the realistic expectation
consistent with the principle articulated by Juholin (2004): companies operate
best when they combine their business interests with those of their
stakeholders. Irrespective of the motivation, certain kinds of CSR programs
have gained notoriety because they marry the need for social impact with the
potential for public awareness and approval. Sport as a vehicle for deploying
CSR is one such program, and is the subject of this research. The place of
traditional sport sponsorship programs will be considered in the wider context
of CSR programs later in this chapter. 
May and Phelan (2005) note the power and versatility of sport as a tool for
CSR initiatives. However, although they reinforce the influence of sport
programs in bringing about social benefits and providing the opportunity for
advantageous publicity, they also observe the relative lack of information about
its actual deployment. Our research begins the process of answering the
deployment question. Specifically, it reports on an inventory of CSR programs
that employ sport as a vehicle for CSR initiatives, culminating in a
categorization of sport’s application in CSR. This was achieved by analyzing the
CSR programs implemented by companies which appear on a prominent social
responsibility index. 
114
Social responsibility and sustainability in sports
Sharyn McDonald, Aaron Smith
and Hans Westerbeek
This chapter is structured in five sections. Section one outlines the relevance
of CSR to social and community development, paying particular attention to
the influence of sport as a medium. Here, the importance of sport as an
influential social activity with global publicity potential is recognized. The data
and method in section two identifies the sport initiatives reported by top rated
global performers in CSR. Section three reports the findings of the study under
eight coded categories. The fourth section discusses the results in terms of sport’s
utility as a vehicle for CSR activities. The final section provides concluding
comments and implications.
Corporate Social Responsibility: Concept and Deployment in Sport
CSR or corporate citizenship (Maignon, Ferrell & Hult, 1999) has become
a prominent concept in the business world, many companies choosing to
commit to it openly through their documented strategic plans and value
statements (Schiebel & Pochtrager, 2003). Although attracting more attention
over the last decade, the concept has an established history. An early
commentator on CSR, Steiner (1971); advocated that although companies are
economic institutions, they do have a responsibility to provide a social return.
Similarly, Preston (1975) contended that CSR should be a mechanism for
corporations to act responsibly toward the environment, society and employees.
Competition for favorable public relations and prominent positions on highly
publicized performance tables and indices has also encouraged efforts to
enhance corporate image. CSR offers companies a proactive engagement with
high profile social issues; an opportunity underpinned by the trend toward
including communities as corporate stakeholders (Cronin, Zappala & Clarkson,
2001). Putnam (2001) observed that the social infrastructure of local
communities has been eroded by industrialization and the global economy,
leading to the loss of what might be called social capital, or the productive value
of citizens embedded within a dense social network. This viewpoint assumes
that communities contain valuable social resources that can be lost if not
managed and cultivated. Ironically, the institutions that rely on communities and
their constituents to achieve economic prosperity are the very same that drive
community marginalization. The corporate machine has been slow to find ways
of connecting with its communities and stakeholders. 
The ambition of contributing to a community’s social capital may be
commendable but is typically met with skepticism. For example, Post (2000)
argued that the individual company ‘citizenship model’ should be aligned with its
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business model, the latter being a derivative of the company’s geographic business
scope and the orientation of the industry that the company is operating within.
Henderson (2005) went even further. He proposed that the adoption of CSR is
deleterious to corporate performance and makes no contribution to the social
development of its recipients. Toward the former, CSR attracts higher costs and
impaired performance as a consequence of managing the potentially diverse
needs of multiple stakeholders. Toward the latter, added environmental and social
standards do not necessarily drive net improvements, but rather are a pathway to
over-regulation for which the costs to society outweigh the benefits. In essence,
according to Henderson, “The case against CSR is not that it would necessarily
be bad for profits, but that, whatever its effects on enterprise profitability in
particular cases, it would make people in general poorer by weakening the
performance of business enterprises in their primary role” (2005, p. 32). If the
engagement of prominent multinationals is any indication, this perspective
remains in minority. Even if their objectives are purely profit-driven, policies
encouraging CSR would appear almost mandatory. 
Advancing CSR towards implementation, Weiser and Zadek (2000)
introduced the concept of Corporate Engagement (CE). Corporations are
engaged when they get involved in activities that may have a positive impact on
low-income communities, when these activities are part of ongoing community
involvement strategies, when the activities offer direct or indirect benefits for the
corporation, and when the activities combine philanthropy with the core
competencies of the organization. However, corporate engagement does not
diverge greatly from the original conception of CSR proposed by Carroll.
Carroll’s (1979) classic definition described CSR through four activity
components: economic, legal, ethical, and discretionary (or philanthropic).
Economic responsibilities assume that businesses are obligated to be productive
and profitable by meeting the needs of consumers. Legal responsibilities reflect
an imperative for economic activity to remain compliant with written law.
Ethical responsibilities are more nebulous, driven by unwritten codes, norms
and values tacit in society. Finally, discretionary responsibilities of business are
volitional in nature, subject to the individual assumptions about CSR made by
companies and their senior decision-makers. 
One implication of Carroll’s four part escalating definition is that it
explicitly endorses the economic dimension of corporate responsibility,
mitigated only by more implicit and flexible choices about ethical and
discretionary social activity. While it is perhaps unreasonable to question the
profit imperative, a stakeholder-aware CSR viewpoint would emphasize balance
in choices. As a consequence, CSR choices might reflect an obligation to
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employ company resources to the benefit of society and its constituents (the
stakeholders), independent of direct gains to the company (Kok et al., 2001). The
fact that financial gains are possible means that companies can proclaim a social
awareness while covertly seeking financial returns on their social investments.
Equally, stakeholders can view sincerely motivated social engagements with
cynicism. For example, when linked to sport it might be claimed that CSR is
effectively a variation of sponsorship, a relationship applied with the expectation
of a return on investment through exposure, positive associations, hospitality
opportunities, and direct sales outcomes. 
In contrast, in its purest form, CSR is not premised on anticipated returns,
but rather upon the altruistic belief that a corporation has social obligations.
Sirgy (2002) argued that business success—defined as long-term survival and
growth—is determined by the quality of relationships between internal
stakeholders as well as between internal and external stakeholders. This
argument reinforces the importance of selecting vehicles for the deployment of
social schemes that provide the opportunity for social as well as business goals. 
The use of sport as a vehicle for CSR is not new and has most often been
wielded with the objective of improving the physical health (Westerbeek, 2009)
and social well-being of communities. This has ranged from health initiatives,
such as providing outdoor adventure opportunities for employees and their
families, to financing equipment for poorly resourced local sport teams. Sport
has also been used as a powerful medium to target some serious issues, such as
violence in Columbia: the ‘Football for Peace’ initiative combines the expertise
of FIFA, developmental organizations such as UNICEF, government ministries,
and British Petroleum Colombia to combat violent behavior (May & Phelan,
2005). In addition, this initiative provided the opportunity for the corporate
supporters to be recognized as concerned and committed to improving social
conditions. The cynical might, however, remind observers that there is increasing
evidence for a connection between CSR activity and financial performance.
Accordingly, CSR has been associated with improvements to profit margins,
enhanced brand image and reputation, increased customer numbers, improved
stakeholder and investor support and loyalty, and better employee retention
(Elkington, 1997; CSR Network & Yelder, 2004; RepuTex, 2006). However, it
is important to realize that even social entrepreneurs like Mel Young (President
of the Homeless World Cup) accept and stress the need for corporations to also
benefit from their social investments in sport. He observes that without the
investment of Nike in his event, and in many other independent not-for-profit
sport initiatives, they would not be able to be sustainable (Spaaij & Westerbeek,
2009). Given that CSR is linked with financial performance, companies have
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sought to become publicly monitored, measured and ranked by prominent CSR
indices, such as RepuTex, FTSE 4 Good and Dow Jones. 
CSR indices are used to compile performance rankings of corporations
according to their social contributions. The willingness corporations have
shown in paying external agencies such as RepuTex to rate them on their CSR
performances suggests that they believe their status as a socially responsible
company is salient to their reputation and financial performance. For this
reason, social responsibility indices provide an opportunity for building an
inventory and categorization of CSR active companies. This study examined
the top-ranking corporations as measured by the RepuTex index, with the
intention of determining the degree, scope and nature of corporate associations
with sport.
Data and Method
Sampling
This research aimed to assess the degree, scope and nature of the use of
sport in CSR programs supported by multinational companies, with the
ambition of establishing an initial categorization of its different applications. In
order to study the CSR activities of multinationals, it was determined that the
sample should be delimited to those companies which already hold a prominent
commitment to CSR programs, thus ensuring that the sample studied included
the most serious and active corporations engaging in CSR. Social responsibility
indices offer the opportunity to compile a sample of corporations actively
practicing CSR. The RepuTex index was therefore employed as the chief
sampling tool. In order to guarantee a strong representation of sport in
multinational CSR programs, an additional group of multinational companies
were purposefully sampled as they were identified as prominent users of sport.
In order to fulfill the aims of this research it is more important to have a broad
selection of corporations that use sport in their CSR programs than to have a
proportionally representative sample of corporations that may or may not use
sport in their CSR efforts.
RepuTex ranks corporations by collecting data from both internal and
external sources including site visits and interviews with company representatives.
Analysts subsequently assess companies and their CSR initiatives, awarding scores
in four categories: corporate governance, workplace practices, social impact and
environmental impact. Organizations’ policies, practices, procedures, operations
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and products are measured under the four categories. Only corporations that are
prepared to pay for assessment are included in the RepuTex index. This was
considered an advantageous aspect of the sample, as it ensured that the
corporations studied were aware of their reputations. 
The RepuTex Social Responsibility Index (SRI) has 375 companies
indexed ranging from AAA ranking to D. Companies were selected if they
scored an ‘AA-’ ranking or higher as of September 2005. This represented a
sample of 55 multinational companies. In addition, a purposeful sample of
companies was included which have an association with sport-related CSR,
regardless of their RepuTex index status. A combination of previous research
from May and Phelan (2005), and the well-known activities of numerous
companies listed on the FTSE 4 Good and Dow Jones indices delivered an
additional 19 corporations engaged in CSR and sport initiatives, and which
were added to the sample. The final sample size was 74. 
Data Collection and Analysis
All multinational companies in the sample were committed to active CSR
programs. However, in order to establish which companies utilized programs
involving some form of sport, document content analysis was employed. Four
document sources were used to assess each company’s CSR activities: Web
Pages; CSR reports; sustainability reports; and annual reports. From the sample
of 74 global companies, 47 companies had some association with sport and were
included in the subsequent analysis. While all 47 companies identified for
analysis were committed to CSR programs and had some form of association
with sport, the nature of the affiliation was not resolved until the content
analysis was completed. The sample’s profile was diverse, including: consumer
goods (11); financials (10); telecommunications (6); insurance (4); materials (3);
food retailing (3); transportation (2); utilities (2); energy (2); technology (2);
industrials (1) and project management consultancy (1). 
Sport-based activities were coded according to three general areas of
engagement: philanthropy, sponsorship and themed initiatives targeting a social
cause. Traditional philanthropy involves the corporate provision of cash or in-kind
contributions to support a recipient organization and their mission (Heap, 2000;
Seitanidi & Ryan, 2007; Wymer & Samu, 2003). As part of the coding process,
philanthropy was considered a financial contribution whereas in-kind
contributions were included in the volunteer code. Some corporations have
distanced themselves from traditional philanthropy, enjoying greater leverage or
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competitive advantage in alternate forms of sponsorship relationships (Samu &
Wymer, 2001). Although sponsorship has philanthropic origins, corporations seek
a commercial return on investment (Meenaghan, 1991). Commercial sponsorship
does not satisfy the socially responsible motives associated with CSR. Socio-
sponsorship however, specifically aims to meet societal needs (Seitanidi & Ryan,
2007). Socio-sponsorship is “defined as the vehicle through which resources are
justifiably allocated from the profit to the non-profit sector, when the company’s
primary intent is the attainment of social responsibility, accompanied by
compensation rewards” (Seitanidi & Ryan, 2007, p. 252). Another form of
exchange is ‘Cause-Related Marketing’ which is defined by Varadarajan and
Menon (1988, p. 60) as “the process of formulating and implementing marketing
activities that are characterized by an offer from the firm to contribute a specific
amount to a designated cause when customers engage in revenue-producing
exchanges that satisfy organizational and individual objectives”. Although
sponsorship can be divided according to the corporate motive, all activities of a
transactional nature were grouped under the one code (sponsorship).
Finally, activities that sought to make a positive contribution to a social issue
were coded according to their specific application. In order to determine
specific themes, examples were extracted from May and Phelan (2005), which
provided guidance in the coding process.Their examples of application included
sport and: health, education, peace, equity, economic development,
communication, collaboration, environment, and youth development. The final
thematic categories included: grassroots, health, disability, underprivileged, and
environment.
The subsequent eight codes produced an initial coding scheme, which was
employed for open coding (Miles & Huberman, 1994).The subsequent coding
system was developed on the basis of thematic analysis consistent with coding
processes proposed by Miles and Huberman (1994). During this process,
dominant concepts, themes, and issues were noted to form axial categories. The
systematic recording of each company’s CSR activities allowed for constant
comparison and a final standardized coding system was established at the axial
level. Conventional systems of cross-checking were used to maintain inter-coder
reliability. The final list of eight codes represented the various ways in which
corporations invested in sport, and are reproduced and defined in Table 1. 
The analysis of CSR activities took place at two time periods. Using archive
information, CSR activities were reported between 2003 and 2005. The same
data collection was repeated for the time period 2006 and 2007. Companies’
CSR and sustainability reports, annual reports and internet content were
subjected to content analysis in order to gather details on specific activities.
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In summary, the activities and initiatives linked to sport found in
companies’ CSR reporting were used to shape the initial codes adapted from
cross-sector typologies and sport initiatives described by May and Phelan
(2005). Eight codes were formed. As only one company offered products or
services directly linked to sport, the location of sport activities in corporate
reports using document analysis was uncomplicated. However, prior to coding,
companies with a sport association were differentiated by their involvement in
sport sponsorship. If there was presence of sport in their reporting, it was
classified as either ‘sponsorship’ or one of the other eight codes. Some companies
included sponsored activities as part of their CSR reporting (hence sponsorship
is considered to be a CSR activity), while others reported these independent
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Table 1.
Sport and CSR Coding Categories 
Type of support/ Code Description
relationship
Philanthropic Funding FUND Funding activities related to sport such as rescue helicopters or
financing equipment for local sports teams.
Volunteer VOL Employees volunteer in a sport activity to raise funds such as a
community marathon.
Sponsorship SPON Sponsorship of event, team or person with associated branding
benefits. This differs from philanthropy in that although some
companies label their activity as sponsorship, it has only been
classified as sponsorship if it is a named person, event or club.
Grassroots GRAS Sport involving grassroots initiatives. This includes community and
participation based sport as opposed to elite sport. It includes
modified sporting initiatives. It does not include sponsorships.
Health HEA A health related initiative promoting healthy well being where, for
example, sport is combined with nutritional programs. It does not
include sport as part of rehabilitation – i.e. sport in alcohol or drug
programs.
Disability DIS Initiatives that relate to disabled sport or activities such as the design
of playgrounds for children with special needs
Underprivileged UND Sport activities that support the underprivileged. It also includes
sport to assist in community-building, such as keeping children ‘off
the street’.
Environment ENV Improving the environment as a result of providing/building/
improving sport facilities in neglected or polluted land areas.
from their CSR activities. This was a clear indication of the different ways that
CSR can be defined and viewed. For consistency in analysis, if sport sponsorship
was reported in CSR documents then it was included under the sponsorship
code. Another coding issue relates to the definition of sponsorship. Those
companies which reported that they offered financial support to sport but did
not name the individual or team, were coded as being engaged in ‘philanthropic
funding’, as they were not formally deriving publicity and broader marketing
benefits from the association. Where companies named the sponsored activity,
event, teams or athletes, their association with sport was categorized as
sponsorship. 
Results
In the period 2003-05, although sponsorship, funding and grassroots
activities represented 60 percent of sporting involvement, it is noteworthy that
support for underprivileged communities (11 percent) was an important area for
sport’s application (Table 2). Environmental issues, underprivileged communities
and health initiatives all represented platforms for corporate involvement. The
following section describes the various activities that comprise each of the
coded categories. In some instances companies had initiatives or campaigns that
addressed several criteria and therefore appear under several categories. For
example, Daimler Chrysler financed the ‘Bush Bucks’ soccer team but also
operated a grassroots program for underprivileged children.
Philanthropic Funding
The code ‘Funding’ refers to financial support provided to activities related
to sport, but outside the normal association, branding, and other commercial
expectations associated with sponsorship. Funding for sport in these initiatives
were social in ambition, such as rescue helicopters for lifesaving, equipment for
local sport teams, or financial support for sport programs aimed at the
disadvantaged. This activity was deemed distinct from that of sponsorship
because the arrangements did not overtly seek commercial exposure or any
form of returned economic benefit. In the first time period, 2003-05, 53 percent
of companies funded sport programs without return on investment benefits
sought via sponsorship publicity. By 2006-07, 62 percent of companies had
invested in such socially-driven sport initiatives (Table 3). Examples of funding
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Table 2.
Representation of Industry and their Involvement in Sport Initiatives 2003-05
2003-05 CODES
FUND VOL SPON GRAS HEA DIS UND ENV
Industry
Consumer Goods 11 6 1 8 6 3 2 4 1
Financials 10 6 2 9 3 2 3 1
Telecommunications 6 1 1 5 1 2 1
Insurance 4 3 1 2 2 2 1 1
Materials 3 2 1 1 2 1
Food Retailing 3 2 1 1 2 2 1
Transportation 2 1 1 1 2
Utilities 2 1 1 2 1
Energy 2 2 1 2 1 1
Technology 2 1 2 1
Industrials 1 1 1 1
Project 1 1
Management 
Consultancy
Total 47 25 10 32 18 10 11 13 2
Table 3.
Representation of Industry and their Involvement in Sport Initiatives 2006-07
2006-07 CODES
FUND VOL SPON GRAS HEA DIS UND ENV
Industry
Consumer Goods 11 8 3 10 9 6 3 6 2
Financials 10 7 5 10 6 7 4 5 1
Telecommunications 6 1 3 5 3 3 2 1
Insurance 4 3 3 3 2 2 2
Materials 3 2 1 1 2 2
Food Retailing 3 3 2 3 3 3
Transportation 2 1 1 2 1 1 1 1
Utilities 2 1 2 2 1
Energy 2 2 2 2 1
Technology 2 1 2 1 1 1
Industrials 1 1 1 1 1
Project 1
Management 
Consultancy
Total 47 29 17 41 30 24 18 17 3
included bicycle education, scholarships, contribution to the beach rescue
helicopter service, umpire/referee training, and the financing of generic sports
equipment and stadiums. 
Volunteers
Companies may become involved in sport through the actions of their
employees who can volunteer in sport activities in order to raise funds for
charity or to provide unpaid labor. The majority (92 percent) of voluntary
activities related to sport included volunteer labor for walk-a-thons and
marathons. Other activities included treks and bicycle events. Some companies
identified specific volunteer days where they encouraged their staff to
participate in voluntary activities of their choice. Due to the enormity of choice,
companies did not list all the activities their employees were engaged in,
focusing rather on those that were formally promoted by the company. As a
result, the true representation of company volunteers in sport might be
understated. There was, however, an increase from 10 to 17 companies involved
over the time period studied. Some of the voluntary sport events and programs
promoted by companies were subsidized by them as well. 
Sponsorship
Company activities associated with sport were coded as ‘Sponsorship’ when
they were based on the financing of a named event, team, individual or athlete,
leading to associated branding benefits. Some companies such as British Petroleum
for example, sponsored a single event such the ‘Global Challenge Yacht Race’. In
2003-05, the majority (68 percent) of companies involved in sponsorship invested
in generic team or sporting league sponsorships such as the Barclays Premiership
League in the UK. In total there were 33 generic league/championship sponsored
events. Sponsorship remained the most popular means of connecting to sport with
41 companies (87 percent) involved in 2006-07.
Grassroots Initiatives
‘Grassroots Initiatives’ describes company programs using community and
participation based sport. Through grassroots initiatives, children are
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encouraged to participate in sport, including modified versions of athletics,
various football codes, basketball, cricket, soccer, rugby, snow skiing, tennis and
volleyball. Some of these programs were operated in conjunction with a
national sport, like the ‘Nestlé Kids Club Tennis Scheme’ that is conducted in
the UK summer season. Several companies also supported development
programs for non-modified sport. Of the 18 companies involved in the
provision of grassroots programs (2003-05), 16 were involved in modified
generic programs. Other grassroots activities included healthy lifestyle
programs such as ‘Active Kids’ (J Sainsbury plc, UK), while Nike’s ‘NikeGo’
was designed to improve physical activity levels of North American children.
The provision of grassroots initiatives increased from 18 programs in the
period 2003-2005 to 30 in 2006-2007.
Health
Health initiatives were separated from grassroots initiatives because
although they involved sport or physical activity, they were not restricted to
them. They included initiatives that support active and healthy lifestyles, or
general well-being, including diet and nutrition. It did not include sport as part
of rehabilitation, such as with sport and alcohol or drug programs. Cadbury
Schweppes, Coca-Cola, J Sainsbury plc, McDonalds, Nestlé, Prudential and the
Vodafone Group all reported healthy lifestyle programs devised for the general
public, while Nestlé operated an active lifestyle program aimed at children. This
category increased from 10 to 24 companies reporting health related initiatives
over the study period.
Disability
Disability relates to funding sport initiatives for individuals with physical or
intellectual disabilities. For example, Nestlé and the Sony Corporation fund the
Special Olympics. British Telecommunications supports the Deaflympics, while
British Petroleum, DSM and Old Mutual plc fund Paralympic activities. While
these might arguably border on sponsorship arrangements, other less ambiguous
initiatives include playgrounds designed for children with special needs,
wheelchair sport programs, and funding disabled athletes to compete in
international events. Seven additional companies (18 in total) reported disability
related initiatives in the 2006-2007 cycle of data gathering. 
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Underprivileged
Numerous companies have formed partnerships with service-providing
organizations in order to conduct social sport initiatives in underdeveloped
countries. Most of these programs were specifically aimed at children and
included soccer camps in Nigeria, programs for girls to become involved in
physical activity in Kenya, and the provision of sport for disadvantaged
indigenous Australians. Some companies have even created playgrounds in
socio-economically deprived areas for disadvantaged children. In 2003-05, 13
companies were involved in activities supporting underprivileged sport. This
figure increased to 17 companies in 2006-2007.
Environment
Companies involved in environmental initiatives target derelict areas with the
aim of transforming them into locations conducive to playing sport. For example,
Barclays in partnership with UK premiership football clubs, have converted
neglected land into sporting facilities as part of the ‘Barclays Spaces for Sport’
campaign. Nike recycles sports shoes, as part of their ‘Reuse- A-Shoe’ program,
which converts the resultant product into compact playing surfaces. By 2006-
2007, Cadbury had become involved in similar environmental initiatives where
they converted factory grounds into sport facilities for communities in Brazil.
Discussion
The relationships corporations have adopted with the sports industry are
illustrated by the diverse examples found in CSR reports. These outputs are
tangible evidence of the cooperation between sport and business. Relationships
involving corporations and the sport industry are typified by philanthropic and
transactional exchanges, while an increasing number of alliances are moving
towards more complex initiatives.
Sport sponsorship has conventionally been the main area of corporate
involvement in sport, and this study has revealed that companies remain
committed to sport sponsorship, which has the highest overall representation in
CSR reporting. While from a conceptual viewpoint, sponsorship should not be
confused with CSR, we have chosen to categorize sport sponsorship as a special
form of CSR activity. It is reasonable about to continue the debate whether
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some of the sport-related CSR activities reported in this study may be
considered pseudo forms of sponsorship. For example, when a grassroots sport
initiative supported by a company also bears its name, the program may well be
considered a naming rights opportunity, even if promotional and other
marketing leverage activities are not employed. Undoubtedly, sport is a powerful
vehicle for genuine CSR for the same reasons it is for commercial sponsorship.
While there might be conceptual overlap between the two, this research has also
demonstrated that sport is a common dimension in the deployment of CSR for
some of the world’s largest and most reputable multinationals. 
Sport sponsorship maintains a dominant and practical relationship with
sport. The opportunity for widespread exposure whilst supporting a positive
cause means sport sponsorship is a successful medium to advertise, and is not
likely to be replaced in the near future, even if the global economic conditions
have temporarily eroded companies’ marketing budgets. Well conceived sport
sponsorships remain a low risk investment that ensures an economic return by
way of a range of marketing outcomes. This could be considered the ‘public
relations approach’ to social responsiveness (Davis & Blomstrom, 1966). Other
forms of social responsiveness reported in this chapter do not return the same
level of corporate exposure and profit that is expected from sponsorship. Such
initiatives may be considered discretionary forms of social responsiveness.
There are numerous other ways in which sport was used as a mechanism of
CSR, many of which demonstrate a reciprocal relationship between the two.
For example, CSR bolsters sport by creating interest in modified activities
suitable for young children who can become involved in more accessible,
modified versions of sport. This accessibility to sport allows a child to participate
in age-appropriate skill development and places them in a better position to
continue on as they move into adulthood. Grassroots activities, particularly those
aimed at children, provide the opportunity to try a sport without a large time
or financial investment. In addition, accessibility to generic sports or active
lifestyles offers health benefits, and sometimes even just new opportunities,
pleasant experiences, or safe social networks for the disadvantaged or disabled.
Sport can bolster CSR by providing a vehicle for reaching specific segments of
the community whilst addressing generic concerns held by society at large. In
this way, companies can formulate a strategic approach to addressing prominent
issues on the social agenda. Given that over half of the companies assessed by
RepuTex with AA- rankings or above are involved in sport, it is clear that sport
is considered an important tool for social engagement.
There are also clear reciprocal advantages for those companies that partner
with sport organizations. When companies invest in partnership initiatives with
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sport organizations, they benefit from the natural legitimacy of sport activities
delivered by the sport organization, in the process legitimizing those who are
connected to the initiative. This is likely to have a positive effect on image and
reputation, and in most cases is less costly than commercial sponsorship
agreements with high profile sport. The partnering sport organization will
naturally benefit from a financial injection, while target communities enjoy a
putative social gain. For the cynical observer, the utilization of sport would at
least seem advantageous in regard to achieving high social performance rankings
for companies. The evidence from this study would support the prediction that
the use of sport in CSR programs increased during the study period, as
illustrated in Table 3. 
The evidence suggests that the companies in this study have engaged in a
wide range of relatively small-scale CSR initiatives, having spread their available
funding across these activities. A cursory glance at Table 2 reveals that almost the
entire sport-related CSR sample (roughly two-third of the total sample of
companies) has engaged in more than one form of sport-related CSR. Few
companies invest in just a few large scale initiatives, as they might with a
traditional sponsorship agreement. However, there is anecdotal evidence that
some companies are pooling their resources and expertise in order to develop
larger scale, more innovative sport partnerships such as the ‘Magic Bus’ in India,
which involves Standard Chartered, Unilever, Deloitte, and government
agencies, along with sport organizations. This initiative aims to improve the
quality of life in impoverished communities in India by providing sporting
opportunities. Sport partnerships such as the ‘Magic Bus’ initiative are
collaborative initiatives between organizations designed to promote
development through sport (May & Phelan, 2005). 
It can also be observed that sport-related CSR is included in some
corporate portfolios as ‘responsive CSR’ because they are “addressing every
social harm the business creates”, whereas other corporations are utilizing sport
as ‘strategic CSR’ and are aiming “to make a real difference to society” (Porter
& Kramer, 2006, p. 13) by tackling more proactive, problem-driven initiatives
that address social issues beyond the immediate obligation of companies.
Examples of the latter include Nike’s involvement in ‘Together for Girls’ in
Kenya, which promotes the inclusion of girls in sport (May & Phelan, 2005). By
taking responsibility for issues such as gender discrimination, poverty or disease
prevention, companies communicate that their concern extends beyond what
might be considered their responsibility. 
The type of industry (Table 2) does not necessarily seem to correlate with
the type of sport-CSR activity, with the exception of ‘health’ in which 50 per
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cent of companies were linked to consumables. Cynics may consider health-
related CSR as an extension of a public relations investment to counterbalance
the negative attention that some (fast food) consumables attract. However, data
presented in this study do not allow us to perform statistical significance to
determine whether the indicative evidence is strong enough to suggest the
further investigation of the possible relationship between the type of industry a
corporation operates in and the type of sport CSR activities that corporations
concentrate on. 
Although the type of industry represented in this sample is not proportional
to the size and value of those industries, it is interesting to note the capacity in
which CSR activity is undertaken. For example, consumer goods industries,
which have the largest representation in this sample, spread their CSR activities
across all eight categories, with investment particularly in sponsorship, funding,
grassroots and underprivileged activities. Further research is also required to
establish whether companies balance their investment in a variety of initiatives,
or whether they perceive greater leverage to be formed in concentrating on
certain categories. Determining the funds invested in each sport CSR activity
would provide information on the relative importance that companies place on
being active in different categories.A useful avenue for further study might also
be to compare stakeholder opinions of companies that report on multiple
initiatives with those which concentrate on just one or two.
Although this study has not sought to question the ranking of companies
or justify their presence on the RepuTex index, there were inconsistencies in
reporting CSR activities confirming concerns raised by Adams (2002, 2004).
She found that companies reported ethical activities due to public pressure, and
this included information they perceived stakeholders would want to know.
Some companies may well report on CSR activities in a reaction to public
scrutiny rather than to engage with society. It is the former attitude that is also
likely to lead to public cynicism about what principally drives corporations to
engage in CSR. 
By targeting social problems, companies acknowledge the needs or
demands of some of their stakeholders. For example, a CSR initiative that deals
with a major social concern such as increasing obesity will provide “enormous
image benefits” (Adams, 2004, p. 240) and is an ideal platform for two way
communication. Sport engages a variety of community stakeholders who can
collectively affect a company’s corporate image. The inclusion of sport initiatives
in CSR can appease stakeholders who can influence opinions about a company
regardless of their level of involvement. Sport provides opportunities to actively
and publicly become socially engaged. 
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Conclusion and Implications
This study has outlined an initial categorization of the ways in which sport
is being employed as a vehicle for CSR programs and initiatives. It has enhanced
our understanding of the ways in which sport is used to associate with
multinational companies in the context of CSR, as well as in identifying the
opportunities that sport organizations can exploit. The categories identified in
this study can be utilized to take stock of the growth and decline in various
CSR programs and to start a process of benchmarking amongst various
initiatives within the different categories. 
As corporations develop their CSR portfolios, it is likely that sport will
continue to play an important role. CSR initiatives that employ sport possess
characteristics of philanthropy by targeting social causes, yet also achieve high
levels of positive exposure in a manner similar to the benefits gained by
commercial sponsorship. The implication is that sport-related CSR takes on a
variety of forms which are contingent upon motivations for being corporations
involved in CSR. As corporations shift from responsive CSR to strategic CSR,
sport may become an increasingly valuable vehicle. Future reporting and
quantification of the social value of such programs might serve to inspire more
companies to invest in sport-related CSR. 
The desire (or pressure) for global corporations to increase the engagement
with society provides an opportunity for the sports industry to think
strategically about their external relationships. Earlier in this chapter we
described eight reasons why sport could be part of a CSR portfolio, and it
remains clear that sport organizations could do more to maximize their unique
advantages. 
Corporations are starting to employ CSR in sport in a strategic manner.
While corporate philanthropy and transactional exchanges such as sponsorship
or cause related marketing continue to provide necessary financial support to
sport organizations, the sports industry has an opportunity to develop programs
that extend beyond this asymmetrical exchange. This will require sport
organizations to align their priorities, consider the current relationships and
clearly articulate their ambitions.
Although sponsorship remains the dominant means for sport to engage
with business, more sophisticated forms of social engagement neither replace
nor negate traditional sport sponsorship, but rather represent opportunities to
provide additional avenues for engagement. Sporting initiatives appeal to a wide
range of stakeholders and can provide added value to companies and
communities. Organized events provide an opportunity for companies to target
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stakeholders and receive feedback, while partnerships with sport organizations
legitimize their interest. 
With ever increasing public scrutiny, the centrality of reputation in brand
engagement with stakeholders will become more important. Sport has played an
important role as a medium for sponsorship in the past, but the evidence
reported here indicates that companies are accepting that a proactive stance
towards generating positive social outcomes will benefit their brands. Sport has
been shown to offers a versatile tool to achieve social outcomes that may benefit
society as a whole. Sport and business will gain from nurturing and extending
their existing relationship into the social domain.
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If we look honestly at the realities of our national life it is clear that we are not
marching forward, we are groping and stumbling. We are divided and confused. Our
moral values and our spiritual confidence sink even as our material wealth ascends.
In these trying circumstances the revolution is much more a struggle for the
rights…It is rather forcing America to face its interrelated flaws: racism, poverty,
militarism, and materialism. It is exposing evils that are rooted deeply in the whole
structure of our society. It reveals systemic rather than superficial flaws, and it suggests
that radical reconstruction of society itself is the real issues to be faced.
Dr. Martin Luther King Jr., January 1969
Introduction
One could make a strong case that sport in the United States has taken on
a role deeply entrenched within the fiber of the society. The hiring of coaches
in the National Football League (NFL) with salaries of multi million dollars per
year as well as amateur coaches in the National Collegiate Athletics Association
(NCAA) with salaries of 4 million dollars per year speaks volumes to the value
placed on the services of these coaches and to the extended value of sport. Kevin
Garnett, a NBA player with the Boston Celtics commands 22 million dollars per
year and the Dallas Mavericks have total team salaries of $97,496,177
(Insidehoops, 2009). 
With the rising emphasis in collegiate athletics, there is a need to investigate
the constructs towards social responsibility and social accountability. College
football (American) coaches make as much as 10 times what a faculty member
in salary and benefits and 5 times what a President makes. Coaches are many
times the highest paid employee on campuses of institutions of higher learning.
Although there has been a recent push for more civic involvement, service and
student participation, it has historically been the responsibility of higher
education to teach the principles of a democratic society (Boyer, 1990). 
Launching off of conceptual models within the business literature, the
notion of strategic management, corporate responsibility, and stakeholder
management have become critical links to past and current business models
(Katsoulakos & Katsoulakos, 2007). Corporate social responsibility (CSR) is an
increasingly pervasive phenomenon on the European and North American
economic and political landscape (Doh & Guay, 2006). CSR has been addressed
from multiple angles (Babiak & Wolfe, 2006). Friedman (1962, 2002) offered the
view that the main goal of corporations is profit and meeting the needs of
shareholders. Others contend that organizations have to be more socially
conscious to the impact of social contributions to general society in conjunction
with profits (Lewis, 2003). The role of leadership, students, athletes and athletic
administrators has been limited and research in this area is void of contributions
within the field of sport management. This role of leadership in conjunction
with the constructs of ethics and moral decision making are crucial elements in
addressing the quagmire of sport in our society. Many of the Greek Gods applied
a descriptive approach to the examination of morals and the philosophical
significance of studying it. The discussions centered around the conditions under
which moral responsibility may be placed upon an individual, the nature of the
individuals past, and the methods of achieving happiness. The central issue is
based on the question of character and what does it take for a human being to
be considered a good person while being happy. 
The Genesis of Corporate Social Responsibility
There is a vast amount of literature on corporate social responsibility.
Research has mainly focused on the determinants of corporate social
responsibility and has examined the effects of various aspects of corporate
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financial performance (Brown & Perry, 1994). Galaskiewicz (1991) indicated
that corporations tend to act in socially responsible ways if normative or cultural
institutions are in place, thus creating the proper incentives to act responsibly. 
The concept of Corporate Social Responsibility (CSR) can be traced back
to the 1930’s and over the years has been discussed in the field of business as well
as law, economics, and politics (McKie, 1974). However, Bowen’s (1953) book
Social Responsibilities of the Businessman is considered as the academic foundation
for this field of work. Bowen, often referred as the “father” of corporate social
responsibility, emphasized that CSR is based on the understanding that:
• businesses exist at the pleasure of society and that their behavior and
methods of operation must fall within the guidelines set by society, and
• businesses act as moral agents within society.
Further studies on CSR continued in the 1960’s with the work of Davis
(1960), centered on what is now known as the “Iron Law of Responsibility.”
Davis pointed out that if corporations are unable to self regulate their actions,
then the law should step in. The 1970’s are characterized by the work of Preston
and Post (1975), who analyzed two key issues: 1) the scope of the
businessperson’s social obligations, and 2) the criteria for assessing whether a
businessperson was behaving responsibly. In the 1980’s CSR made a shift, with
the contribution of Jones (1980), who viewed CSR as a process and not a static
concept. This expanded the understanding of CSR and led to the development
of Carroll’s (1991) well known hierarchical model of Corporate Social
Responsibility, in which philanthropy is viewed as the highest level of social
responsibility.
There are several definitions as well as a number of models that attempt to
depict the concept of CSR and the processes involved in the adoption of CSR
practices among corporations. In its most general form CSR implies that a
corporation identifies with its stakeholder groups and incorporates their needs
within the day-to-day decision making process. More specifically CSR is based
on the belief that “social responsibility of business encompasses the economic,
legal, ethical, and discretionary expectations that society has of organizations at
a given point in time” (Carroll, 1979, p.275). Considering the evolution CSR
has experienced, the model developed by Niskala and Tarna (2003) is perhaps
the one that describes CSR most accurately, offering a multidimensional model
for viewing CSR through three different lenses: economic, environmental and
social. In other words, while conducting business, companies need to pay
attention to economic, environmental and social issues in a balanced and
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symbiotic way. As broad and complex as CRS discussions have been, arguments
can be summarized in to two major categories – ethical and economic.
Proponents of the ethical view (based on intrinsic reasons) argue that businesses
should have the obligation to make life better (Handy, 2002; Trevino & Nelson,
1999), while proponents of the economic view (based on monetary reasons)
believe that economic self interest guides the corporation’s decision making
(Friedman, 1962, 2002; Lantos, 2001, 2003).
Although the history of CSR indicates that the focus has been on
traditional business corporations, CSR practices have penetrated the realm of
sport as well. In fact, sport has emerged as a new platform for the adoption of
sustainable development (Coady, Snider, Duffy & Legg, 2007, p. 11). Corporate
social responsibility practices differ based on the size of the sport entity and on
the region of the world. This variety is due to the cultural differences which
determine the relationship between the business and society. The European
Commission is one of the major leaders in CSR efforts in Europe, initiating a
new strategy called “To Make Europe a Pole of Excellence on Corporate Social
Responsibility”. In February 2009, the European Commission hosted a meeting
of the European Multistakeholder Forum on CSR with the aim of evaluating
the progress of CSR efforts around the world (European Commission, 2009). In
response to world-wide initiatives to adopt CSR practices, FIFA has established
a Green Goal Program, with the goal of organizing a climate-neutral World Cup
(FIFA, 2009). Efforts to incorporate CSR initiatives into daily business practices
have reached Australia as well. In fact, despite internal resistance to CSR,
Australian companies have not cut CSR budgets and continue to expand CSR
activities (Welford, 2009, p.4). Canada is not far behind either, especially with
the upcoming Winter Olympics in Vancouver in 2010. The Vancouver
Organizing Committee for the Olympics is adopting a holistic approach into
the management of the social, economic and environmental dimensions of the
Games. Efforts are focused on the development of sustainability policy and
sustainability management and reporting system (Coady et al., 2007).
A legitimate question to ask is “Where is CSR heading in the future?” In
an attempt to answer this question, Hopkins (2006) presents an overview of
some of the future trends of CSR, focusing on the tendency of CSR to be
embedded into the organization’s culture, which in turn would eliminate the
need for exit strategy. Growing social expectations, increasing affluence, and
globalization play a role in determining the future of CSR. With rapid
globalization penetrating each aspect of business, companies also have to
consider global concerns and continue to establish relationships with the
developing countries. In addition to that, corporate focus on the environment
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and sustainable practices has been of an increased interest to organizations,
reflecting not only a change in societal values but also expectations from a
variety of stakeholders. Satisfying stakeholders’ interests would ultimately lead to
satisfying shareholders’ interest, which in turn impacts the financial performance
of the company.
Another important question to consider is not whether CSR is relevant in
today’s business world but rather whether CSR efforts would offer any benefits
to the company’s bottom line. Financial concerns could be one of the
determining factors in the management decisions to adopt and implement CSR
initiatives. Although companies may endure some initial cost with the adoption
of CSR practices, the lack of response to social issues of concern could
ultimately lead to higher costs (Azapagic, 2003). Therefore, corporations are
more likely to adopt social responsible practices in their strategic planning.
Choosing the appropriate form of CSR would be another factor for corporate
leaders to consider and may present some challenges – a company has limited
resources (financial and human capital) to allocate for the successful operations
of the business. The aim should be to adopt the approach that would allow for
generating the most sustainable mutual benefit for both, the company and
society. Therefore, each company needs to develop its own CSR package and
tailor its implementation strategy based on the company’s capacity, needs and
position in the marketplace (Panwar, Rinne, Hansen & Juslin, 2006). Supporters
of CSR efforts believe that that CSR can provide companies a competitive edge
if utilized properly (Lewis, 2003; Porter, 2003).
One cannot discuss corporate social responsibility without incorporating
into the discussion the notion of stakeholder theory. Stakeholder theory defines
why corporations attend to the interests of stakeholders along with their
immediate corporate interests (Allen, 1992; Freeman, 1984; Mitchell, 1997).
Corporate social responsibility is about the relationship between the
corporation and its stakeholders, and about delivering a positive impact on
society. Although CSR may seem broad in scope, it is shaped by the
organization’s goals and values as well as by the needs and interests of key
stakeholders.
Corporate Stakeholder Theory
Stakeholder theory suggests that corporate social responsibility (CSR)
should require organizations to consider the interests of all stakeholders
including investors, suppliers, consumers, employees, the community and the
139
Social Accountability and Responsibility in Sport
environment in discharging their profit-directed activities. Implicit in this
perspective is the assumption that both sport and corporate influence on social
trends must be considered from multiple angles. Such a viewpoint encourages
an examination of the overlaps between the social responsibilities of the sport
and corporate worlds. Sport plays an important role as a vehicle for deploying
CSR. It exposes the social responsibilities implicit in sport as well as those found
in the corporate world. An opportunity lies at the intersection of these mutual
responsibilities in the combination of the financial leverage available to
corporations and the distributive/symbolic power inherent in sport. Sport
creates a mechanism for traversing social and economic gaps, an opportunity to
improve the quality of life, and catalyzes large and profitable businesses to share
a little of their prosperity.
The focus of stakeholder theory is articulated in two core questions
(Freeman, 1994). First, it asks, what is the purpose of the corporation? This
encourages managers to espouse the collective sense of the value they create, and
what brings its primary stakeholders together. This jettisons the corporation
forward and enables it to generate outstanding performance, determined by its
purpose and financial success in the marketplace. Second, stakeholder theory
inquires, what responsibility does management have to stakeholders? This
mandates managers to consider how they do business—specifically, what kinds
of relationships they desire and need to create with their stakeholders to
manifest their purpose (Freeman, Wicks, & Parmar, 2004, p. 364). 
Many corporations have created and managed their businesses in terms
highly consistent with stakeholder theory. Corporations such as Google,
Kimberly-Clark, Philip Morris, Walgreens, Kroger, and several companies
featured in Jim Collins’ best seller Good to Great: Why Some Companies Make the
Leap … and Others Don’t (2001) provide compelling examples of how managers
understand the core insights of stakeholder theory and use them to create
outstanding businesses. These corporations value their shareholders, stakeholders
and profitability, but none of them make capacity to generate profits the
foundational driver of what they do. Furthermore, these organizations see the
import of values and relationships with stakeholders as a critical part of their
ongoing success. They have found compelling answers to the two core questions
posed by stakeholder theory, which underscore the moral presuppositions of
managing— they are about purpose and human relationships. Stakeholder
theory begins with the assumption that values are necessarily and explicitly a
part of doing business, and rejects the separation thesis (Freeman, 1994). The
separation thesis begins with the assumption that ethics and economics
apportioned cleanly. In this context, the challenge of doing business ethics or
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improving the moral performance of business becomes a gargantuan task
because business ethics is, by definition, an oxymoron (Freeman, Wicks &
Parmar, 2004, p. 264).
The Stakeholder Concept
In practical terms stakeholder is any group or individual who can influence or
is affected by the achievement of the corporation’s objectives (Freeman, 1984).
Stakeholders of corporations include stockholders, creditors, employees, customers,
suppliers,public interest groups, and governmental bodies.Ansoff (1965) coined the
term “stakeholder theory” in defining the objectives of the corporation. A major
objective of the corporation is to attain the ability to balance the conflicting
demands of various stakeholders in the corporation. Freeman (1983) categorized
the development of the stakeholder concept into a corporate planning and business
policy model and a corporate social responsibility model of stakeholder
management. The corporate planning and business policy model of the stakeholder
concept focuses on developing and evaluating the approval of corporate strategic
decisions by groups whose support is required for the corporation to continue to
exist. The behavior of various stakeholder groups is considered a constraint on the
strategy that is developed by management to best match corporate resources with
its environment. In this model stakeholders are identified as customers, owners,
suppliers and public groups and are not adversarial in nature.
The corporate social responsibility model of stakeholder theory extends the
corporate planning model to include external influences on the corporation that
may assume adversarial positions. The adversarial groups are characterized as
regulatory or special interest groups concerned with social issues. The corporate
social responsibility model allows a strategic planning model to adapt to changes in
the social demands of nontraditional power groups (Robbins, 1992, p. 597). 
Donaldson and Preston (1995) in analyzing stakeholder theory developed
four central theses that include the following:
Thesis 1: The stakeholder theory is unarguably descriptive. It presents a model
describing what the corporation is. It describes the corporation as a constellation of
cooperative and competitive interests possessing intrinsic value. 
Thesis 2: The stakeholder theory is also instrumental. The principal focus of interest
here has been the proposition that corporations practicing stakeholder management
will, other things being equal, be relatively successful in conventional performance
terms (profitability, stability, growth, etc.). 
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Thesis 3: The stakeholder theory is normative. Although Theses 1 and 2 are significant
aspects of the stakeholder theory, its fundamental basis is normative and involves
acceptance of the following ideas: (a) Stakeholders are persons or groups with
legitimate interests in procedural and/or substantive aspects of corporate activity.
Stakeholders are identified by their interests in the corporation, whether the
corporation has any corresponding functional interest in them. (b) The interests of all
stakeholders are of intrinsic value. That is, each group of stakeholders merits
consideration for its own sake and not merely because of its ability to further the
interests of some other group, such as the shareowners. 
Thesis 4: The stakeholder theory is managerial in the broad sense of that term. It does
not simply describe existing situations or predict cause-effect relationships; it also
recommends attitudes, structures, and practices that, taken together, constitute
stakeholder management. Stakeholder management requires, as its key attribute,
simultaneous attention to the legitimate interests of all appropriate stakeholders, both
in the establishment of organizational structures and general policies and in case-by-
case decision making. This requirement holds for anyone managing or affecting
corporate policies, including not only professional man-agers, but shareowners, the
government, and others (pp. 66-69).
Deontological Claims of Corporate Responsibility
In this decade of the 21st century some would argue that corporate social
responsibility begins with organizations having a “moral compass.” This moral
compass enables the organization to care for its stakeholders in meaningful ways.
Gibson (2000) argued that businesses should properly look after stakeholders even
if it is not profitable. Furthermore, Carroll (1993) argued that “to appreciate the
concept of stakeholders, it helps to understand the idea of a “stake.”A stake is an
interest or share in an undertaking ... A stake is also a claim. A claim is an assertion
to a title or a right to something” (p. 57). Thus, stakeholder approaches not only
have a descriptive element about the nature of the corporation and its relations to
others, but often they involve an implicit or explicit moral claim to the effect that
the corporation has duties to others, even in the absence of potential benefit. Yet
the moral basis for these rights or obligations is often asserted rather than argued
for. Where the claim is made, it is usually on a deontological basis. The term
deontology emanates from the Greek word meaning “duty.” It is an idea that focuses
on the moral motives rather than any particular outcome (Broad, 1930). 
Despite the merit of the deontological approach to stakeholder theory, Gibson
(2000) pointed out the inherent difficulties with the position. He suggested that
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there are three key elements in the claims: (1) Businesses have positive duties to
stakeholders based on stakeholder interests; (2) Stakeholder groups are distinct from
individuals; and, (3) Duties are owed to stakeholders equally.
In regards to the positive duties owed to stakeholders it is relatively easy to
posit that stakeholders are worthy of respect by virtue of their humanity. Still,
there needs to be a definitive link between the notion that they have an interest
in the well-being of the corporation and the demand that they have a say in
shaping its future. Compelling arguments can be made advocating that
businesses should accommodate basic rights, like those to safe goods, a clean
environment, and investing substantive ways in the places they are located. Of
course this position has limitations, namely those that are embedded in the
financial and legal ethos of the corporation. 
A second element in stakeholder analysis is that groups are the locus of moral
activity; for example, consumers, employees, and communities. A deontological
analysis will apply to individuals, and individuals make up groups. If we abandon
the overlay of stakeholder theory, the analysis of corporate responsibility ironically
becomes more straightforward: the individuals who make the key decisions in the
firm have to consider their duties to the individuals who might be affected.
Deontology is dependent on the interaction of moral agents who are intrinsically
valuable because of their autonomy. Furthermore, individual moral agents act for
better or worse with other individuals (Gibson, 2001). Representatives of the
corporation must effective converge with moral representatives of groups so that
neither assumes the role of “hostage.”
Finally, in question is the matter of whether corporations can genuinely
treat all groups equitably. As a practical matter people and groups are treated
differently. Often differential treatment is plausible under ethical conditions.
Deontology assumes the moral equality of individuals. Consequentially, there is
no moral justification for partiality. The pragmatic truth remains that
corporations may be selective in the manner in which they behave responsibly
toward some groups that they perceive to be moral and legitimate. In assessing
this phenomenon, Gibson (2000) argued that “a stakeholder theory based on
moral agency rather than groups in general could also show us why some
stakeholders merit greater consideration than others, even if such favors have no
immediate pay off in some instrumental way” (p. 255).
The following section will expand on the history and structure of the
National Collegiate Athletic Association (NCAA) and its role in the business of
amateur sport. The paradox of professionalism versus amateurism and its
relationship to corporate accountability and social responsibility will be
addressed.
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The History and Structure of the NCAA
Historically the NCAA has always been involved with sport as a business.
There are many variables associated with the business of college sports and the
NCAA. Arguably, the NCAA has been defined as a cartel with economic
discrepancies and moral dilemmas.
The NCAA has evolved since its creation in the mid 1800’s. One of the first
interschool athletic events was a regatta between Harvard and Yale. Corporations
consisting of banks and railroad companies became entrenched in the
competition by infusing corporate support. Students were paid cash and
provided extra benefits for competing. Gambling was also a common practice.
This event created a need for an organization that would regulate the rules
between the competing teams. The idea of colleges competing against each
other became very popular and soon college athletics began to be much more
involved in the commercialization aspects of sport business. 
In the time span from 1840 to 1910, the control of college athletics went from
unsupervised student control to faculty oversight. Eventually, faculty control was
directed into the formation of conferences and the final governing process consists
of the establishment of a national governing body (NCAA) that is comprised of
college Presidents and Athletic Directors. From 1910 to 1970, athletics slowly
became an integral part of higher education in the United States. An outside
interest began to form in collegiate sports, and attendance figures began to rise
substantially due to the commercialization and media exposure. During this time,
the NCAA made some attempts to change rules in the best interest of increasing
integrity in the governance of college athletics. One important event worth
noting occurred during this time. In the 1950’s, the NCAA negotiated its first
media contract which was valued in excess of one million dollars. This began to
create more and more financially viable television contracts. Also in the 1950’s and
1960’s, the NCAA’s enforcement capacity increased every year with the addition
of compliance officers and NCAA enforcement officials.
In the 1970’s, the NCAA began to come under scrutiny for alleged
unfairness in the exercise of its enhanced enforcement authority. The NCAA
decided to form a committee to study the enforcement process and eventually
chose to divide its power into prosecutorial and investigative roles. Later on, the
U.S. House of Representatives Subcommittee on Oversight and Investigation
accused of the NCAA of having unfair enforcement processes. The NCAA
adjusted its rules again to address the criticisms. University and college
presidents were also becoming more directly concerned with the operation of
the NCAA at this time.
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In the 1980’s the NCAA was accused of violating antirust laws which
allowed schools to directly bring in revenues from televising their games. The
main event that changed the NCAA during this time period was the
introduction of Title IX, which called for gender equity in college athletics.
With Title IX, new opportunities were created for women in college athletics.
Revenue-generating men’s sports had to help fund the new women’s athletic
programs. During the 1980’s and 1990’s the commercialization of college sports
increased exponentially. Television revenues continued to grow by the millions
year after year.
Currently, the NCAA faces several major challenges including its structure,
escalating coaches salaries, the facility “arms race” and the compensation of
amateur athletes. The billions of dollars in revenue generated from collegiate
sports creates a paradox between amateur athletics and professional athletics. The
increased commercialization and public pressure will cause the NCAA to adopt
and change the rules and regulatory systems.
Overall, the NCAA has evolved from a small organizational body to one of
the largest governance groups in the nation. Millions of dollars are generated
within athletic departments via tickets, merchandise sales, media rights,
sponsorships, donors and naming rights. Additionally, television companies are
locked into bidding wars for the right to own the rights to televise the biggest
and best games in college sports. The NCAA has the difficult task of adjusting
itself to the continually growing industry that is collegiate athletics and the
mega-million dollar enterprise.
The Paradox of the NCAA Business Machine
One major indicator that the NCAA and its member institutions have
evolved into a “business machine” is compensation of collegiate football and
basketball coaches. Arguably, the total compensation packages of the top coaches
parallels those of corporate executives. For example, the median pay for chief
executives officers (2008) within the corporate sector was $1.08 million dollars.
The median for bonuses was $1.24 million, median long term incentives were
$5.27 million and the median total direct compensation was $7.56 million.
Sanjay Jha, CEO for Motorola Inc., was compensated $104 million dollars to
move from Qualcomm to Motorola. Occidental Petroleum Corporation CEO
Ray Irani received $49.9 million in compensation. He also exercised stock
options and received more than $200 million in 2008. In the same year Exxon
CEO Rex Tillerson had a total compensation package of $23.9 million. It is
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clear that an inordinate amount of financial outlays are directed towards
individual salaries within the corporate structure. These same corporations are
also directly or indirectly associated with the genesis of big time collegiate
athletics. 
In the NCAA, the salaries and overall compensation packages of the ten
highest paid football and basketball coaches exceeds the median salaries and
bonuses of corporate executives. For example, in 2008, Bob Stoops of the
University of Oklahoma earned more than $6,000,000, Charlie Weiss of the
University of Notre Dame $4,200,000 and Pete Carroll of the University of
Southern California $4,000,000, respectively.Table 1 provides a distribution of
the salaries of the ten highest paid collegiate football coaches. Similarly,
basketball, the second largest revenue producing sport among NCAA affiliates,
yielded substantial salaries for coaches in major programs. John Calipari, the new
University of Kentucky head coach, earned more than $4,000,000 annually
while at the University of Memphis. Following close behind are Billy Donovan
of the University of Florida ($3,500,000); Bill Self, University of Kansas
($3,000,000); and Thad Matta, The Ohio State University ($2,500,000). Table 2
summarizes the salaries of ten highest paid coaches in NCAA, Division 1. 
To give further credence to the concern over rising salaries of coaches in
major NCAA programs, a cursory comparative analysis of head coaching salaries
at the collegiate and professional ranks reveals an interesting pattern. Table 3
presents a listing of the reported salaries for the ten highest paid head coaches
in the National Football League (NFL). It is interesting to note that the highest
paid NFL head coach, Mike Holmgren of the Seattle Seahawks earned
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Table 1. Top Ten Highest Paid College Football Coaches 2008
Coach University Average Salary
Bob Stoops Oklahoma $6,500,000
Charlie Weis Notre Dame $4,200,000
Pete Carroll USC $4,000,000
Les Miles LSU $3,751,000
Nick Saban Alabama $3,750,000
Jim Tressel Ohio State $3,500,000
Urban Meyer Florida $3,400,000
Kirk Ferentz Iowa $3,030,000
Mack Brown Texas $2,910,000
Bobby Petring Arkansas $2,850,000
Source: “College Football Highest Paid Coaches” 
http://www.americasbestonline.net/index.php/pages/collegehighestpaidcoaches.html
$5,100,000 in 2008, while the highest paid head coach in college football
earned $6,500,000 (refer to Table). On the whole, salaries among the top ten
NFL head coaches are comparable to the salaries of the top ten college head
coaches (see Table 3).The paradox is that ideally professional players and coaches
should out-earn amateur coaches and players. Even factoring in the greater
revenues generated by professional sports and the rising revenues generated by
NCAA institutions, coaches reap the rewards, while student athletes receive no
financial remuneration.
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Table 2. Top Ten Highest Paid College Basketball Coaches 2008
Coach University Average Salary
John Calipari Kentucky $4,000,000
Billy Donovan Florida $3,500,000
Bill Self Kansas $3,000,000
Thad Matta Ohio State $2,500,000
Rick Pitino Louisville $2,250,000
Roy Williams North Carolina $2,110,000
Rick Barnes Texas $2,000,000
Tom Izzo Michigan State $1,735,000
Jim Calhoun Connecticut $1,600,000
Ben Howland UCLA $1,500,000
Source: “Highest Paid Coaches in College 
Basketball”http://collegebasketball.about.com/od/coaches/a/coach-salaries.htm
Table 3. Top Ten Highest Paid National Football League Coaches 2008
Coach Team Average Salary
Mike Holmgren Seattle Seahawks $ 5,100,000
Tony Dungy Indianapolis Colts $ 3,600,000
Mike Shanahan Denver Broncos $ 3,400,000
John Fox Carolina Panthers $ 3,400,000
Andy Reid Philadelphia Eagles $ 3,200,000
Bill Belichick New England Patriots $ 3,000,000
Tom Coughlin New York Giants $ 3,000,000
Lovie Smith Chicago Bears $ 2,400,000
Jack Del Rio Jacksonville Jaguars $ 2,200,000
Marvin Lewis Cincinnati Bengals $ 2,100,000
Source: Forbesc.om, “The NFL’s 10 Most Valuable Coaches”
http://www.forbes.com/2008/09/03/nfl-belichick-dungy-biz-sports-cx_tvr_0903bestnflcoaches.html
A final tragic irony lies in the fact that the vast majority of presidents of
major universities in the United States are not compensated as well as head
coaches in collegiate sports. University presidents in collaboration with athletic
director are often the architects and overseers of successful NCAA Division-I
football and basketball programs. In academic year 2007-08, E. Gordon Gee,
president of The Ohio State University earned less than $1.4 million, while the
remaining nine highest paid university presidents earned less than $1 million
annually (see Table 4). These ten university presidents earned less than each of
the highest paid head coaches in both major revenue producing sports. 
These data epitomize the magnitude of collegiate athletics. The increasing
salaries, media/television contracts and facility “arms race” support the
relationships between large corporations and amateur athletics within the
National Collegiate Athletic Association model. 
The Business and Commercialization of the NCAA
While analyzing the stakeholder theory we also must critique the system of
the NCAA and the factors influencing it. Based on the constructs of new
business development models associated with increased revenues within the
amateur model, many universities are engaged in large financial investments. The
formulation of the Bowl Championship Series (BCS) is another example of the
commodification and exploitation of the collegiate model. Total revenues for the
2008-2009 season was $600 million for the respective six conferences. Each
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Table 4. Highest-Paid Presidents of Public Universities, 2007-08
President Institution Total Compensation
E. Gordon Gee Ohio State University $1,346,225
Mark. A. Emmert University of Washington $ 887,870
John T. Casteen III University of Virginia $ 797,048
Mark G. Yudof University of Texas $ 786,045
Mary Sue Coleman University of Michigan $ 760,196
M. Roy Wilson University of Colorado-Denver $ 740,415
Robert H. Bruininks University of Minnesota-Twin Cities $ 733,421
J. Bernard Machen University of Florida $ 731,811
Michael M. Crow Arizona State University $ 728,750
Carl V. Patton Georgia State University $ 727,487
Source: BusinessWeek, “The Top 10 at Public and Private Colleges”
http://images.businessweek.com/ss/09/02/0216_college_pres/index.htm
school averaged around $10 million in revenues. The Atlantic Coast Conference
led the conferences with a total of $130 million for the conference. The
Southeastern Conference (SEC) signed a 15-year television contract with CBS
for $55 million per year. ESPN/ABC signed a multi-year deal for $150 million
per year that totaled $2.25 billion. The total of the deals should generate around
$205 million to the respective schools, conferences and the NCAA. The BCS
championship game pays each school (conference) $17 million dollars apiece.
The business of collegiate sports is not only business but a huge conglomeration
made up of corporations, donors and large media giants. These financial
expenditures and revenues are alarming and mind boggling. The modern day
college sport arena is laden with multi-million dollar contracts awarded to
coaches, media rights, stadiums and bowl games.
Conclusion
We have argued that the stakeholder theory is “managerial” and
recommends the attitudes, structures, and practices that, when consolidated,
constitute a stakeholder management philosophy. The theory goes beyond the
purely descriptive observation that “organizations have stakeholders,” which,
although true, carries no direct managerial implications. The role of sports in the
United States and more specifically within collegiate athletics indicates large
forms of commercialization to include elaborate salaries, a facilities arms race,
extensive television and marketing investments and out of balance salaries. These
issues present forums for discussion regarding the role of sport in academic
institutions and more importantly the responsibility and accountability of sport.
Furthermore the massive amounts of revenues that are generated by universities
raises the question of corporate accountability and social responsibility. An
estimated 2.5 billion dollars a year of college merchandise is sold under license
with an average of 100 million dollars per year. These numbers are direct
reflections of the effects of various aspects of extreme corporate financial
performances. Based on the early research around social responsibilities (Bowen,
1953), businesses exist for the pleasure of the society and their actions and
methods of operation must fall within the guidelines of the society itself. The
governing body for the NCAA is caught in a perplexing situation. How do they
attempt to reconcile a multi-billion dollar industry as still be of amateur status?
How do you attempt to justify the mega salaries of coaches on college campuses
while top scholars that conduct research, teach and provide a noble profession
to the institutions of higher education. Does the NCAA hold true to the
149
Social Accountability and Responsibility in Sport
students athletes as legitimate stakeholders? If the construct of social
responsibility encompasses the economic, legal, ethical and discretionary actions
of the organization in relationship to the society, the NCAA is negligent and
guilty of the commoditization and counterfeiting of sports as an amateur
product. 
The continued corporate support of amateur collegiate athletics will
continue to be a major topic of discussion. As we face a financially challenging
global society, leaders must confront the issues of strong corporate support for
sports while neglecting basic social needs such as youth education, health
disparities, poverty and crime. How can a society consider itself socially
accountable and responsible to the people, while paying amateur coaches
millions of dollars per year while esteemed faculty struggle for resources to train
and prepare the minds of the future. Corporations support the erection of
million dollar sport facilities that get minimal use, while elementary schools
remain dilapidated. Powerful companies, purchase million dollar suites to
entertain and host other corporate entities, while millions are unemployed and
living in poverty. These moral and ethical discussions must take place in a
Socratic forum so that we can begin to modify the leadership behavior and
begin the process of exercising true responsibility and accountability in amateur
and professional sports. 
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1. From Charity to Strategy
UEFA could hardly oblige its member associations to dedicate a minimum
of 20% of HatTrick funding to grassroots and/or social responsibility projects if
the organisation was not prepared to lead by example. For a start, the governing
body has its own Fair Play and Social Responsibility Committee reporting
directly to the Executive Committee. Since 1998, UEFA has also presented an
annual CHF 1 million cheque at the season kick-off event in Monaco in support
of a wide range of charitable projects. Fines imposed by UEFA’s disciplinary
authorities are – and will continue to be – invested in social responsibility
activities, and UEFA has a formal commitment to allocate 0.7% of its annual
revenue to social projects. Although UEFA’s motto is “We Care About Football”,
European football’s governing body cares about much more than just the game
and has encouraged the football family to use the sport’s deep roots in society to
contribute significantly to health, integrity and social cohesion in Europe.
UEFA’s social responsibility portfolio contains a selected number of core
partnerships, organisations and projects to which UEFA offers vital support in
spreading essential social messages. Over the years, various social issues have been
addressed – including racism, xenophobia, homophobia, reconciliation and
peace, football for people with disabilities, violence, health and humanitarian
aid. Besides all the work being done behind the scenes, UEFA gives front-line,
on-screen exposure to social messages at all its major events and all the final
tournaments of its youth competitions. In the UEFA Champions League, one
matchday is dedicated to the Unite Against Racism campaign and UEFA
EURO 2008 featured a wide range of social responsibility activities.
Long-standing partnerships with Special Olympics Europe/Eurasia and the
Football Against Racism in Europe (FARE) network are joined in UEFA’s
portfolio by projects which promote tolerance and social cohesion through the
Cross Cultures grassroots Open Fun Football Schools for girls and boys from
conflicting population groups in south-eastern Europe and the Caucasus;
projects with Terre des Hommes (TdH) which battle against child exploitation
and trafficking; the Master your Emotions campaign against violence in society;
projects with the World Heart Federation (WHF) which promote healthy, active
lifestyles aimed at preventing obesity and cardiovascular complaints; projects
which address environmental issues with the WWF or support specific
humanitarian campaigns organised by the International Committee of the Red
Cross (ICRC); and projects which support the annual Homeless World Cup,
where a high percentage of the men and women who have taken part admit to
having found a new motivation in life. We care. 
With “football first” in mind, key issues are also addressed in dialogue with
stakeholders through UEFA’s anti-doping unit, anti-betting initiative, club
licensing scheme and financial fair play initiative, to mention just a few. The
main stakeholders, alongside our 53 member associations, are clubs, leagues,
supporters, the European Union and other team sports.
2. Case Study
Football and Social Responsibility at UEFA EURO 2008
Football is founded on respect: respect for team-mates, referees, opponents
and the rules of the game. Respect underlies the solidarity, achievement, fairness
and fun that define and drive the sport. What follows is an illustration of how
the above UEFA football and social responsibility strategy was applied at UEFA
EURO 2008 in Austria and Switzerland.
The European Football Championship is UEFA’s flagship competition for
national football teams and the third biggest sports event in the world. The
objectives of UEFA EURO 2008 in terms of football and social responsibility
were defined as follows:
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— To make a contribution to society via football
— To strengthen both security and the public image
— To integrate activities for children, fans and marginalised groups
— To take a stand against racism and discrimination and to celebrate diversity
— To convey messages that support a humanitarian cause
Respect Campaign
UEFA launched the Respect campaign at UEFA EURO 2008. During the
tournament, the campaign tied together activities focusing on anti-racism, fan
support, football for all abilities, intercultural dialogue, the environment and
humanitarian relief. Using the shared concept of respect to consolidate their
messages, the activities’ umbrella campaign fostered tolerance and good humour
by bringing players, fans, football officials, the media and sponsors together to
affirm that football is about much more than gain and glory. Using UEFA
EURO 2008’s excellent visibility for more than just commercial purposes and
integrating social activities into UEFA’s flagship tournament illustrated football’s
potential to make a social impact and to make children, disabled people,
minorities and others a part at one of the world’s biggest sporting events.
Football for All
The Football for All (abilities) project at UEFA EURO 2008, coordinated
by PluSport, demonstrated to fans around the world the extraordinary skills of
disabled footballers. Before each quarter-final, exhibition matches were
contested by players who were blind, were otherwise physically disabled or had
learning disabilities. The blind players, for example, played with a ball that rattled
and relied entirely on their hearing and anticipation skills to orient themselves.
UEFA’s ongoing support of the disability organisations involved in UEFA
EURO 2008 has helped sustain and expand sporting opportunities for tens of
thousands of disabled people around Europe.
Unite Against Racism – “No to Racism!”
Football can cross boundaries to bring people and communities together.
However, as long as discrimination, exclusion and abuse persist in the game, we
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will be unable to tap football’s full potential as a multicultural sport that can
challenge the attitudes that perpetuate racism in society. UEFA runs an ongoing
Unite Against Racism campaign with Football against Racism in Europe
(FARE), a network of NGOs, teams, fan clubs and leagues committed to
eliminating racism in the game. At UEFA EURO 2008, FARE worked with
FIFPro and UEFA to coordinate players, fans, sponsors and the media to send
an emphatic “No to Racism”. The Streetkick project enabled fans and young
local people from all backgrounds to meet, mix and have a kick-about. Semi-
finalist captains called for a discrimination-free sport and national sponsor
Hublot dedicated its pitch-side advertising space to No to Racism, a message
also communicated in a 30-second giant screen clip produced in association
with the European Commission. Unite Against Racism also featured on match
tickets, captains’ armbands and players’ and stewards’ bibs. Representatives of
FARE acted as observers and reported and documented isolated acts of racism
and discrimination as they occurred, enabling intervention and sanctions. These
activities reinforced FARE’s year-long activities, which, with UEFA support,
help our members around Europe to counter racism and discrimination on
home turf.
Fan Embassies 
The passion of fans and the electric energy of the crowd give football much
of its magic. Fan embassies, organised by Football Supporters International (FSI)
in partnership with FARE, offered services “by fans and for fans”. These
services, which included multilingual websites, guides printed in 15 languages
and fixed and mobile fan embassy units in all eight host cities, offered fans help
and information that enabled them to solve problems and maximise their
enjoyment of the tournament, while preventing hostilities and other problems. 
EUROSCHOOLS2008
EUROSCHOOLS 2008 used football and fair play as a focal point for
children celebrating the European Year of Intercultural Dialogue. Assigning over
200 participating schools a specific country in Europe, the project helped
youngsters in Austria, Switzerland and Liechtenstein to learn more about
UEFA’s 50 other member countries. Students studied and discussed their
assigned countries throughout the school year and in September 2008
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delegations from all 53 UEFA countries met at the EUROSCHOOLS 2008
Youth Camp, which ended in the EUROSCHOOLS 2008 international
football tournament in Liechtenstein.
Score for the Red Cross
The International Committee of the Red Cross (ICRC) was UEFA’s official
humanitarian partner for UEFA EURO 2008. Through the tournament, UEFA
and the ICRC launched an online fundraising campaign to support the ICRC’s
rehabilitation services for mine victims in Afghanistan. Football fans were
encouraged, in a 30-second TV clip, to buy virtual goals at a price of EUR 1 from
www.scorefortheredcross.org to help their favourite team win the title of Most
Humanitarian Team. Cristiano Ronaldo served as an ambassador for the project,
which was backed by national football associations and Red Cross and Red
Crescent national societies. Germany won the title with 86,908 goals sponsored
by fans. In total, 501,626 virtual goals were scored and UEFA contributed a
further EUR 4,000 for each of the 77 real goals scored at UEFA EURO 2008.
Sustainability
Showing respect for the environment, the overwhelming majority of fans
took advantage of the special environmentally friendly match tickets which
allowed free public transport to and from UEFA EURO 2008 games.
Football and Social Responsibility
Beyond UEFA EURO 2008, the Respect campaign will continue to foster
ongoing partnerships and activities through UEFA’s football and social
responsibility unit. These link the European football family with organisations and
networks that help strengthen the social impact of the sport. They do this both by
communicating clear messages to millions of football spectators around the world
and by helping sustain grassroots activities that ensure the benefits of the game
reach everyone – especially underprivileged and marginalised groups – and
football remains an effective tool for helping tackle problems in European society.
Further, UEFA EURO 2008 proved two things: that it is possible to
organise such a monumental sporting event in a spirit of respect and an
157
UEFA Football and Social Responsibility (FSR)
enjoyable and peaceful atmosphere, and that Gary Lineker gets it wrong – it was
Spain who won!
3. Football and Social Responsibility at UEFA EURO 2008 
External evaluation report
by Schwery Consulting
Preface
This report has adopted a critical approach with a focus on institutional
learning. While this approach necessitates acknowledgment of good practice, it
only contributes to a small part of the overall content of the report. The main
focus is on identifying aspects that did not work as expected and suggesting ways
in which they could be improved. This method is purely intended to maximise
the learning effect and should not undermine the merits of individual projects,
all of which delivered on their commitments. 
This short version of the report includes the conclusions and
recommendations made for each project. Please contact the authors if you wish
to obtain the full report. 
Or you are welcome to download the report as a PDF file from
UEFA.com. We would like to thank UEFA for providing us with the access that
made the evaluation possible, and the project organisers for giving us their time
and honest opinions for the sake of improvement. 
Executive Summary
This study was commissioned to evaluate the impact of the five football and
social responsibility projects attached to UEFA EURO 2008. Impact was
measured against the expectations of project organisers and UEFA, with special
attention to unintended outcomes. The study focused on promoting
institutional learning by providing recommendations for UEFA and its project
partners. Triangulation was used to cross-check data collection across the five
projects. Questionnaires, surveys, checklists, essays, interviews and observation
were among the methods used by the evaluation team. 
Research on the EUROSCHOOLS 2008 project found that there was a
significant improvement in each of the six scales (attitude towards foreigners,
evaluation of the positive social characteristics of sport, understanding of
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foreign culture, respect, affinity to the ambassador country and valuation of the
project) among participants that had the lowest 33% of scores in the pre-survey.
However, the lower third of the control group also improved significantly in
three of the four scales it was tested on, casting a shadow over the
aforementioned results. Interviews with participating schoolteachers
highlighted the positive impact of children being able to freely express their
creativity by applying different school subjects to a single topic. There was also
a deeper reflection on the term ‘fairness’ which extended beyond its sporting
definition.
Awareness of the Unite Against Racism project was shown to be high
among journalists and fans in the stadiums during the tournament. A Swiss
national survey revealed that more than half of the population (54%) recognised
the campaign. There was, however, some scepticism towards UEFA’s motives for
supporting this project in a tournament where it appeared to have little
relevancy. Where incidents did occur, there was no reference made to the project
in press releases published by UEFA.
Results from the Fan Embassies project showed that 97% of the fans that
used the service had their questions answered, 95% rated the service as ‘fast and
uncomplicated’, and 20% did not think their questions could have been
answered at a tourist office. However, many fans (86% around the host cities)
were unaware of what fan embassies were. Results highlight that the fan
embassies’ focal point needs to be on fan work (coordination work with UEFA
and the local authorities, answering tournament-based questions, etc.) rather
than touristic advice. This is especially the case in countries with well-
established tourist infrastructure.
The Score for the Red Cross project was unique in its approach of
fundraising at a major sporting event and succeeded in integrating lessons
learned from four years ago at UEFA EURO 2004. It fell short of raising the
funds that were expected but had an impressive ground strategy that gave a clear
message to fans and added value to ICRC institutional donors. More support
would have been welcomed from the Red Cross and Red Crescent national
societies for the video clip that aired in some European countries during the
matches.
The Football for All project was well received by fans that were present
in the stadiums during the build-up to the quarter-final matches. The project
was not well covered in the media and stood out as being less integrated into
the football and social responsibility portfolio than the other projects. It did,
however, have the unintended outcome of strengthening a network of disability
sports organisations in Switzerland and Austria. 
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Recommendations for UEFA
The step up from an awareness-raising campaign in 2004 to support of five
highly ambitious FSR projects in 2008 clearly shows that UEFA is raising the
bar in the field of social responsibility at major sporting events. If it decides to
continue in this direction then the objective must be to improve integration
between the FSR projects and the tournament itself.
— The Respect concept was a positive step in this direction but needs a
better delivery strategy. It was a relevant topic and encapsulated the
campaigns and other aspects of the tournament (such as respect of
national anthems). Looking for synergies between projects and
integrating them with one another and the main concept is strongly
recommended. 
— Clearer signage on the homepage is necessary for every project. Apart
from the link to the Score for the Red Cross campaign, it was difficult
to find the FSR pages on the tournament website. 
— One of the main complaints shared among those involved in most of the
FSR projects was a lack of integration of their project with the actual
tournament. Activities that demonstrate a direct link between project and
tournament could help to bridge the gap and provide the general public
with further evidence of UEFA’s commitment to its FSR projects. More
exposure for these projects could also provide some of the sceptics with
evidence that projects were making a difference.
— Where projects overlap there needs to be branding relevant to the
specific project and to the chosen umbrella slogan. The close proximity
of the fan embassy and the Streetkick tour in Geneva demonstrated
how value could be added to some projects by combining them. The
neat wrapping-up of all social action under the Respect slogan
demonstrates how this idea can be developed. 
— It is important that UEFA shows equal commitment to all of its
projects. Interviews with journalists and fans pointed towards a
collective scepticism about UEFA’s motivation for supporting its FSR
projects. To improve the perception of UEFA’s commitment to certain
projects, it is necessary to show that the top management sees it as a
priority. As happened with the Score for the Red Cross and Unite
Against Racism campaigns, important events in the project calendars
need to be attended by the president, the general secretary or a member
of the Executive Committee. 
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— A characteristic shared by all projects was a lack of time to make all the
necessary preparations. A clear project portfolio needs to be drawn up
by UEFA at least two years ahead of a tournament. Additionally, UEFA
could help by providing a minimal start up fund for preferred projects
to enable the selected project partners to begin their work on time and
run to a realistic timetable. It might be necessary to provide this
funding even if other sponsors are not yet on board.
— The importance of fan work needs to be made clear to partners by
specifying it in the host city contract. A section highlighting the
necessity of fan embassies in some form at the tournament (depending
on the needs of the host cities) requires inclusion. 
— Stewards and volunteers can be better used by providing them with a
clearer briefing on social campaigns. If they are advertising a campaign’s
message on their bibs it makes sense that they know what it is about,
especially since they are often asked questions by the fans. 
— Maintain the dedication of a 30-second video clip on TV at half-time,
in support of an FSR project. Ensure that all TV rights holders sign the
clause and monitor that the clip is systematically aired. The priority
needs to be participating countries but it would ideally be promoted
by other nations as well.
Observations and remarks on the Respect campaign
As UEFA president, Michel Platini, explained at its unveiling in March
2008, Respect was to be used “as an umbrella term for lots of different
initiatives.” Indeed, the five FSR projects were wrapped up in this bundle, which
received a very high accolade in the UK’s Daily Telegraph. 
The article described the campaign as the tournament’s “biggest plus”. Its
reason was that “[UEFA’s Respect campaign] seemed a rather vague concept at
the outset, but actually struck a chord. National anthems were generally
respected, sportsmanship between players was high, simulation was relatively
restrained, sendings-off were scarce and, best of all, rival fans mingled both inside
and outside the stadiums.” 
The choice of word was important. A word like ‘respect’ does not need
explaining. What seemed to happen over the course of the tournament is that
everyone (players, fans, officials, stadium announcers) ended up playing out their
own interpretation of the word, which manifested itself in the way it was
reported in the extract from the Daily Telegraph. 
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However, it still seems apparent that there is room for improvement in the
delivery strategy of the concept to have a greater impact. 
It was unclear where the Respect slogan came from. For example, some of
the journalists and fans interviewed were confused about whether it was one of
the slogans for the Unite Against Racism campaign or if it meant that they were
supposed to respect the professionalism and skill of the disabled players. Of
course it meant both of these and more but the message was ambiguous and did
not resonate. 
Ideally, there would be a relevant theme or slogan in place before the
concept of any FSR project is decided on. The FSR projects could then be
based on this general theme and linked with it at press conferences and launches.
Top management should be aware of the integration of the slogan and how all
of the FSR projects fit together so that they can explain this whenever necessary. 
Fans and journalists want to see evidence of the impact these projects have.
When professional blind footballers are playing an exhibition match, it should
be clearly communicated that this is in fact one campaign which is part of a
comprehensive UEFA FSR strategy. Visibility of the umbrella slogan is essential
during such activities, TV commentators need to be briefed on how and why
they are supported by UEFA, stadium officials (announcers, stewards, volunteers)
need to understand the concept and teams should be briefed in case they are
asked questions in interviews. 
UEFA would benefit from a clear FSR strategy centred on a theme that
supports its current activities, with commitment to sustained integration with all
its tournaments, championships and internal operations. In this way, an FSR
strategy is coordinated through the company, involving different business
functions and extending naturally to its external business operations.
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in Sporting Organisations
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Part 1: Introduction
National and State sporting organisations (NSOs and SSOs) are diverse in
their governance and management structures, competition regime and outputs
(for example, volunteer development, club development, junior sport, disability
sport, women in sport and indigenous sport). By contrast, preferred NSO and
SSO outcomes are reasonably uniform, viz., more members, more participants,
podium success and more non-government and government revenue.
In the case of revenue sources, many NSOs in Australia are dependent on
government funds as their primary revenue stream. The Australian Sports
Commission (ASC) is a Commonwealth statutory authority charged with the
responsibility of distributing Commonwealth Government funds to NSOs. The
ASC has provided:
$4.2 million in 2006–07 in direct athlete support…$62 million distributed to
national sporting organisations and $39 million allocated to the AIS in
2006–07…sports preparing for the Beijing Olympics and Paralympics shared in an
extra $3 million…1
Given its funding responsibility, the ASC has stated:
[i]t is important, therefore, that the ASC has a clearly stated position with respect
to the governance of national sporting organisations to which the ASC provides
taxpayer moneys.2
For this purpose, in 2002, the ASC issued its Governance: Principles of Best
Practice and these have been revised in 2007’s Governance Principles, A Good Practice
Guide for Sporting Organisations.3
In the sphere of sport, long-term economic sustainability for a sporting
organisation is, it is submitted, essential (or, at least, desirable) for that
organisation to achieve its long-term objectives. Unlike the corporate sphere,
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1 Australian Sports Commission, Annual Report 2006-2007, Canberra, September, 2007, ASC
Website, http://www.ausport.gov.au, p 2 (‘ASC 2007 Annual Report’).
2 Australian Sports Commission, Governance: Principles of Best Practice, May 2002 (‘ASC
Governance Principles’), p 1; Governance Principles, A Good Practice Guide for Sporting Organisations,
Canberra, August 2007, ASC Website, http://www.ausport.gov.au (‘ASC 2007 Good Practice
Guide Principles’), p 1.
3 Ibid.
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4 S Burger and A Goslin, “Compliance with Best Practice Governance Principles of South
African Sport Federations” (2005) 27(1) South African Journal for Research in Sport, Physical
Education and Recreation 11, 11. The authors cite S Burger, “Compliance with best practice
governance systems by national sports federations in South Africa”, Unpublished Masters of
Business Administration thesis, University of Pretoria, Pretoria.
the sporting organisation’s pursuit of economic sustainability is not, in many
cases, only for the purpose of maximising returns to ‘owners’ or measures such
as ‘operating performance’, ‘valuation’ and ‘shareholder payout’. For many non-
profit or voluntary organisations, these will not be among the objectives at all or
may only represent a ‘means to an end’ rather than the ultimate objective. In this
respect, the multiple objectives and purposes of sporting organisations (and
consequential stakeholder interests) are further discussed in subsection 2.1
below. For present purposes at least, the sporting organisation can only achieve
its (sometimes mixed) long-term objectives if it continues to operate in the long
run. In this respect, Burger and Goslin, in their review of the adherence of South
African sporting organisations with corporate governance principles, recognise
the impact of multiple stakeholder interests on the quest for economic
sustainability:
The increased global and local attention sport receives from politicians,
legislators, sponsors and government reflects a growing recognition of the importance
of sport and the impact it has on society, culture, the economy and politics. This
heightened interest, however, carries with it an inherent demand to justify long-term
sustainability as well as show the ability to self-regulate (Burger, 2004). The ability to
self-regulate is vested in an organisation’s compliance with best-practice corporate
governance principles.4
This research attests to the reality that in many countries, given the
increasing funding pressures on many sporting organisations from public sector
sources in particular, there is likely to be corresponding pressure to achieve
governance benchmarks in order to secure such funding on an ongoing basis.
This chapter considers the importance of the notion of governance
benchmarking, first by examining some special governance factors or
considerations which arise in the case of sports and sporting organisations and,
second, by an analysis of the ASC 2007 Good Practice Guide Principles issued
by the Australian Sports Commission. The chapter then contextualises that
analysis by presenting the results of a Pilot Project undertaken by the Australian
Sports Commission and Monash University’s Faculty of Business and
Economics entitled Sports Governance and Management and Capacity for Revenue
Generation to investigate the relationship between a sporting organisation’s
governance and management mechanisms, structures and processes and its
ability to raise revenue from all relevant sources.
Part 2: 
Special Governance Factors Applicable To Sporting Organisations
Part 2 discusses which structural and organisational characteristics of
sporting organisations can have pronounced effects on how accepted principles
of corporate governance principles may be applied to those organisations.
2.1. Multiple Objectives and Multiple Stakeholders 
First, in this respect, Ferkins, Shilbury and McDonald observe that sporting
organisations do not fit neatly into the distinctive public/private and
profit/non-profit spheres described in the introduction to this paper.5 In this
respect, and drawing on earlier work by Shilbury, they explain a divergence in
the outcomes sought to be achieved by profit and non-profit organisations:
According to Shilbury (2001), the key distinction can be found in the purpose
for existence. Financial motives and the responsibility to create shareholder wealth
dominate the mission of for-profit organisations. Non-profit organisations, in
contrast, are motivated by a preponderance of goals. They are not solely driven by
financial gain, and instead are charged to protect service-to-mission.6
Within the sporting sphere itself, the aims of relevant organisations will also
differ according to their nature (for example, participatory, representative or
governing) and their tier of operation (local, state or national). Smith and
Shilbury identify the principal aims of these organisations observing that:
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5 L Ferkins, D Shilbury and G McDonald, “The Role of the Board in Building Strategic
Capability: Towards an Integrated Model of Sport Governance Research” (2005) 8(3) Sport
Management Review, 195, 196-7.
6 Ibid, at 196. The authors here cite D Shilbury, “Examining board member roles, functions and
influence: A study of Victorian sporting organisations” (2001) 2(4) International Journal of Sport
Management, 253–281.
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7 A C T Smith and D Shilbury, “Mapping Cultural Dimensions in Australian Sporting
Organizations” (2004) 7 Sport Management Review 133-165, 144.
8 Ferkins, Shilbury and McDonald, above n 5, 206-7.
9 Ibid, 207.
National Sport Organisations and State Sport Organisations are characterised by
their concentration on sport governance, development and policy formulation, while
clubs are principally focused on delivering a range of services and winning their
respective competitions.7
These observations, by themselves, of course, are not grounds for dismissing
(putting aside, for the moment, modification of or placing particular emphasis
on) the application of relevant governance principles to sporting organisations.
Indeed, if all organisations are viewed, as a matter of generality, as aiming to
achieve some type(s) of outcome (whether financial or non-financial), then the
relevant questions become first, whether corporate governance principles
developed principally for publicly listed corporations can be applied to non-
profit motive (or multiple motive) organisations (including many sporting
organisations) and, if so, what modifications to, or emphasis on, those principles
(i.e., the relationships envisaged by those principles) are needed to cater for the
special features of such organisations?
However, the existence of multiple objectives as described in the preceding
section is not, of course, without consequence. Primarily, the simultaneous
existence of various objectives results in multiple stakeholders to which those
objectives relate. In this respect, Ferkins, Shilbury and McDonald recognise
multiple stakeholders as a governance issue facing sporting organisations.8 Of
course, the stakeholders of sporting organisations are not limited to governments
as noted in the introduction to this chapter. They range, depending on the type
of organisation, from members and “grass roots” participants to governing or
representative state, national and global organisations; from legislators,
governmental funding agencies (for example, the Australian Sports
Commission); from private lending or funding organisations to sponsors,
customers, goods and service suppliers and sporting facility providers and many
more instances can be given. In this respect, Ferkins, Shilbury and McDonald
conclude that:
The board’s ability to strategically lead the organisation is central to its capacity
to avert major crises and respond to stakeholder concerns.9
In this respect, some of the governance variables identified in the case of
voluntary/not-for-profit organisations (which, generally, do not have ‘owners’ in the
sense of shareholders seeking dividends or capital appreciation from their
investment) can be of assistance in guiding relationships with relevant
stakeholders. In the case of the National Hub Voluntary Sector Code, Section H
includes detailed provisions relating to the identification of, consultation with and
participation of stakeholders of the organisation.10 In the case of the principle of
“communication and consultation”, the Code states, among other things:
H1 The Board should identify those people and groups who have a legitimate
interest in the organisation’s work; these might include users, beneficiaries,
members, partners, staff, volunteers, regulators, other government bodies and
funders.We refer to these as ‘stakeholders’ in this code…
H3 There should be regular and appropriate communication and consultation
with stakeholders to ensure that:
(a) their views are taken into account in the organisation’s decision-making;
(b) they are informed and consulted on the organisation’s plans and proposed
developments which may affect them;
(c) there is a procedure for dealing with feedback and complaints from
stakeholders, staff, volunteers and the public; and
(d) the organisation’s performance, impacts and outcomes are reported to
stakeholders…11
Detailed provisions also appear in the Voluntary Sector Code relating to
“openness and accountability” and “stakeholder involvement”.12 Stakeholder
interests, however, are not limited to voluntary or not-for-profit sector codes.
The OECD Principles similarly contain principles relating to the identification
of stakeholder interests, participation, the provision of information and
communication.13 OECD Principle IV states in part:
170
Social responsibility and sustainability in sports Francesco de Zwart and George Gilligan
10 ACEVO, Charity Trustee Networks, ICSA, NCVO on behalf of The National Hub of
Expertise in Governance, Good Governance A Code for the Voluntary and Community Sector, 1st
edition, June 2005 (‘National Hub Voluntary Sector Code’), Section H, Board Openness, pp 28-
30.
11 Ibid, p 28.
12 Ibid, pp 29-30.
13 Organisation for Economic Co-Operation and Development, OECD Principles of Corporate
Governance 2004, 2004, OECD Publications Service, Paris (‘OECD Principles’), Principle IV,
The Role of Stakeholders in Corporate Governance, pp 21 and 46-48.
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14 Ibid, (Principle IVF omitted and emphasis in original). Principles IVA-D are also set out in J
Michie and C Oughton, “The Corporate Governance of Professional Football Clubs in
England” (2005) 13(4) Corporate Governance 517, 522. 
15 Corporations and Markets Advisory Committee, The Social Responsibility of Corporations,
Report, December 2006, Australian Government, Sydney, available at www.camac.gov.au,
(‘CAMAC Social Responsibility Report’). 
The corporate governance framework should recognise the rights of stakeholders
established by law or through mutual agreements and encourage active co-operation
between corporations and stakeholders in creating wealth, jobs, and the sustainability
of financially sound enterprises.
A. The rights of stakeholders that are established by law or through mutual
agreements are to be respected.
B. Where stakeholder interests are protected by law, stakeholders should have the
opportunity to obtain effective redress for violation of their rights.
C. Performance-enhancing mechanisms for employee participation should be
permitted to develop.
D. Where stakeholders participate in the corporate governance process, they
should have access to relevant, sufficient and reliable information on a timely
and regular basis.
E. Stakeholders, including individual employees and their representative bodies, should
be able to freely communicate their concerns about illegal or unethical practices to
the board and their rights should not be compromised for doing this…14
Outside these schemes the characteristics of multiple objectives and
stakeholders is also developed within principles of corporate social
responsibility. Again while a detailed examination of the underpinning theories
and developments in that principle are beyond the scope of this chapter, it is apt
to note that, in the Australian Government’s Corporations and Markets Advisory
Committee (‘CAMAC’) report issued in December 2006 entitled The Social
Responsibility of Corporations15, CAMAC observes that:
The term ‘corporate social responsibility’ does not have a precise or fixed
meaning. Some definitions focus on corporate compliance with the spirit as well as
the letter of applicable laws regulating corporate conduct. Other definitions refer to
a business approach by which an enterprise takes into account the impacts of its
activities on interest groups (often referred to as stakeholders) including, but
extending beyond, shareholders, and balances longer-term societal impacts against
shorter-term financial gains.16
CAMAC explains that the ‘societal impacts’ are usually categorised as
‘environmental’, ‘social’ and ‘economic’.17 Notable for the purposes of this
chapter, CAMAC observes that the then ASX Draft Recommendations18 (now,
with amendments, the ASX 2007 Revised Principles) assume that directors may
consider stakeholder interests pointing to the proposed replacement of Principle
10 of the ASX Best Practice Recommendations (i.e., by the ‘new’ 2007 Revised
Principles 3 and 7) in this respect.19 We submitted in an earlier paper that,
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16 Ibid, Para. 2.1, pp 13-14 (footnote omitted).
17 Ibid, Para. 2.1 and n 5 therein, p 14 . CAMAC further defines these three “impacts” by
reference to the Global Reporting Initiative (GRI) 2002 Sustainability Reporting Guidelines which
define “environmental impacts” to include effects on “land, air and water”; “social impacts” to
include “labour practices [and] human rights”; and “economic impacts” as affecting
“economic resources” at all levels.
18 The original ASX best practice recommendations were contained in the ASX Corporate
Governance Council, Principles of Good Corporate Governance and Best Practice Recommendations,
Australian Stock Exchange, March 2003 (‘ASX Best Practice Recommendations’). Proposed
changes to the ASX Best Practice Recommendations were the subject of public comment.
See ASX Corporate Governance Council, Principles of Good Corporate Governance and Best
Practice Recommendations, Exposure Draft of Changes, Australian Stock Exchange, 2 November
2006 (‘ASX Draft Recommendations’). The best practice recommendations were revised on 2
August 2007. See ASX Corporate Governance Council, Corporate Governance Principles and
Recommendations, 2nd Edition, Australian Stock Exchange, 2 August 2007 (‘ASX 2007 Revised
Principles’), p 5. For comparison and continuity where relevant, reference will be made to both
the ASX Best Practice Recommendations and the ASX 2007 Revised Principles.
19 CAMAC Social Responsibility Report, above n 15, Para 3.5, pp 94-95. Revised Principle 3
of the ASX 2007 Revised Principles (ibid, p 21, bold in original, emphasis added) is expressed
in part in the following terms:
Principle 3: Promote ethical and responsible decision-making
Companies should actively promote ethical and responsible decision-making
To make ethical and responsible decisions, companies should not only comply with their
legal obligations, but should also consider the reasonable expectations of their stakeholders
including: shareholders, employees, customers, suppliers, creditors, consumers and the broader
community in which they operate. It is a matter for the board to consider and assess what is
appropriate in each company’s circumstances. It is important for companies to
demonstrate their commitment to appropriate corporate practices and decision making.
Companies should:
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…
• comply with their legal obligations and have regard to the reasonable expectations of their
stakeholders…
Revised Principle 3.1 of the ASX 2007 Revised Principles requires companies to establish
and disclose a code of conduct for various matters including “the practices necessary to take
into account their legal obligations and the reasonable expectations of their stakeholders”. For the
ASX’s suggestions for the contents of such a code, see Box 3.1 of the ASX 2007 Revised
Principles, ibid, p 22). 
20 F de Zwart and G Gilligan, “Comparative Corporate Governance Schemes and their
Relevance for the Sporting Sector, November 2008, Monash University, Department of
Business Law and Taxation Research Paper No. 16, available at SSRN:
http://ssrn.com/absract=1295682, 42-43.
21 See Sports Governance Scheme Table 3.2.1, pp 193-195.
22 ASC 2007 Good Practice Guide Principles, above n 2, Principle 1.6, pp 5-6 (bold in original
removed and emphasis added).
consequent on the introduction of these changes, the ASX Revised Principles
would now constitute a composite ‘shareholder-stakeholder’ governance model.20
With reference to Sports Governance Scheme Table 3.2.1 below21, the
Australian Sports Commission’s ASC 2007 Good Practice Guide Principles
provide for the recognition of, and participation by, interested stakeholders. ASC
2007 Good Practice Guide Principle 1.6 states in part:
Principle 1.6: That the board should:
• confirm the broad strategic directions of the organisation
…
• provide an avenue for key stakeholder input into the strategic direction of the
organisation…22
ASC 2007 Good Practice Guide Principle 5 entitled “Member relationship
and reporting” governs recognition and participation of members in the relevant
NSO. It states in part:
Principle 5.1: That the board should strive to ascertain the interests, aspirations
and requirements of members and create responses to these in the form of a national
strategic plan with alignment between this and member plans…
Principle 5.2: That members of an organisation should have the ability to remove
board members (or a board as a whole) and change the constitution, should they see
fit, in accordance with applicable legislation…
Principle 5.3: That board directors should have no voting rights at general
meetings…
Principle 5.4: That the board should provide members with a comprehensive
annual report outlining how they fulfilled the governance roles, achievements and
aspirations of the organisation, and sufficient financial information so that members
can make a judgment as to how effectively the board is fulfilling its role…23
Unlike Principle 1.6, these Principles refer to “members” rather than wider
“stakeholder” interests. In this respect, Principle 1.6 operates in a broader sphere
while Principle 5 is more specific in application intending, in a ‘top-down’ way,
to accommodate the interests of an NSO’s ‘nearest’ or constituent stakeholder.
In turn, a member or constituent stakeholder (such as a State or, in turn, a local
organisation) should be subject to similar governance obligations so that
accountability at the national level ‘trickles-down’ to wider (in terms of an
NSO) stakeholders. At the same time, such a process contemplates that wider
stakeholder interests and input (again) should flow to an NSO from the ‘bottom-
up’ through its members. Governance reviews of an organisation also provide an
avenue for consideration of wider stakeholder interests through submissions and
the like. A report containing a review of athletics and relevant athletic
organisations (including governance issues) was published in 2004 and is
discussed in section 3.2.3 below.24 Similarly, a governance review of Australian
soccer was conducted in 2003 and is also discussed in that section.
While the current and future status, scope and content of the principles of
corporate social responsibility are, again, beyond the scope of this chapter, it may
well be that wider developments in those principles as contemplated by the
CAMAC Social Responsibility Report and the ASX 2007 Revised Principles
will prompt review of other governance codes. In particular, the activities of
organisations within the sporting sphere - whether global, national, state or
local, whether governing or participatory and whether for-profit or voluntary –
result in varying degrees in the “environmental”, “social” and “economic”
impacts envisaged by the corporate social responsibility movement.25 In
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23 Ibid, Principles 5.1-4, pp 21-2.
24 See below section 3.2.3, p 198.
25 See CAMAC Social Responsibility Report, above n 15, Para 2.1 and n 5 thereto, p 14. A large
body of literature has developed in relation to corporate social responsibility principles. See,
for example, A Lumsden and S Fridman, “Corporate Social Responsibility: the case for a self
regulatory model”, Sydney Law School, Legal Studies Research Paper No 07/34, May 2007,
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available at http://ssrn.com/abstract=987960; J Nolan, “Corporate responsibility in Australia:
rhetoric or reality?” (2007) 12(2) Australian Journal of Human Rights 63, available at
http://ssrn.com/abstract=1001552 and H Anderson and I Landau, “Corporate Social
Responsibility in Australia: A Review”, Monash University, Department of Business Law &
Taxation Research Paper Series No. 4 and University of Melbourne, Faculty of Law Legal
Studies Research Paper Series No. 279, available at http://ssrn.com/abstract=1027845.
26 Ferkins, Shilbury and McDonald, above n 5, 198-204 and 208-213.
27 Ibid, at 198-9. The authors there cite, among others, J Amis and T Slack, “The size-structure
relationship in voluntary sport organizations” (1996) 10 Journal of Sport Management, 76–86
and Shilbury, above n 6. 
28 Ferkins, Shilbury and McDonald, above n 5, 200-201. The authors there cite, among others,
R D Heimovics and R D Herman, “Responsibility for critical events in nonprofit
organizations” (1990) 19 Nonprofit and Voluntary Sector Quarterly, 59–72; M Harris, “The
addition to identification of, consultation with and participation of stakeholder
interests and ethical decision-making, other governance variables affected by this
movement are likely to include such issues as the external governmental legal
and governance structure/compliance, timely disclosure of material
information, interested or conflicted director disclosure, governance
codes/policies and codes of conduct, directors’ duties, strategic/long-term
planning, budget and performance review, reporting and financial/operational
control and risk management and disclosure of non-compliance with best
practice.
2.2. Growing Professionalism
Ferkins, Shilbury and McDonald also undertake a literature review of
corporate, non-profit and sports-based organisational and governance literature
and identify the continual transformation from a volunteer-based to
professional-based management in sporting organisations as creating difficulties
in the application of some traditional governance variables.26 In particular, and
relying on, among others, the findings of Amis and Slack and, separately,
Shilbury, the authors conclude that, as greater “control” and “responsibility”
shifts to professional management and away from (volunteer) boards, the
important strategic-planning responsibility which corporate governance
schemes ascribe to the board “may be impeded by tensions between, and a lack
of clarity in, the relationship between the agent (paid staff) and the board”.27
Similar conclusions were drawn by the authors from non-profit governance
findings28 and sport-based organisational29 and governance30 literature.
Kikulis seeks to explain structural change in control and decision-making
in NSOs in terms of “institutional theory”.31 To do this, she first describes the
three-stage process of institutionalisation of policies and decision-making
structures adopted by Tolbert and Zucker32 as “pre-institutionalisation”, “semi-
institutionalisation” and “sedimentation” and, in addition, a fourth stage of
“erosion” of that institutionalisation identified by Oliver.33 Kikulis explains that:
As these organisations [NSOs] grew, more formal structures, such as a volunteer
board of directors, were required to provide more certainty in dealing with
governance and decision making issues and to help coordinate the efforts of
organizational members…34
Kikulis decribes that, over a long period of time, this decision-making organ
was “sedimented” on the ground that “it is socially recognized as the legitimate
solution for the governance and decision making structure of these [national
sport] organizations.”35 However, she considers that the status of volunteer
boards has been “eroded” due to various pressures including problems in both
the on-field and off-field performance of NSOs and reliance on government
funding.36 In the latter case, Kikulis concludes that the functions performed by
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governing body role: Problems and perceptions in implementation” (1989) 18 Nonprofit and
Voluntary Sector Quarterly, 317–333 and M I Katsioloudes and W G Tymon, “Strategic planning
practices: Are they what they should be?” (2003) 22 Human Systems Management, 177–183.
29 Ferkins, Shilbury and McDonald, above n 5, 201-204. The authors cite, among others,
Shilbury, above n 6 and Amis and Slack, above n 27, 84. 
30 Ferkins, Shilbury and McDonald, above n 5, 208-210 and 211-12.
31 L M Kikulis, “Continuity and Change in Governance and Decision Making in National
Sport Organizations: Institutional Explanations” (2000) 14 Journal of Sport Management 293-
320.
32 Ibid, at 296-7. Kikulis cites P S Tolbert and L Zucker, “The institutionalization of institutional
theory” in S R Clegg, C Hardy and W Nord, (eds), Handbook of Organization Studies, pp 175-
190, Sage, London.
33 Kikulis, above n 31, at 297. Kikulis cites C Oliver, “Strategic Responses to Institutional
Processes” (1991) 16 Academy of Management Review 145-179 and “The Antecedents of
Deinstitutionalization” (1992) 13 Organization Studies 563-588.
34 Kikulis, above n 31, 306 (references omitted). Here Kikulis cites L M Kikulis, T Slack and B
Hinings, “Institutionally Specific Design Archetypes: A Framework for understanding Change
in National Sport Organizations” (1992) 27 International Review for the Sociology of Sport 344-
370 and T Slack, “The Bureaucratization of a Voluntary Sport Organization” (1985) 20
International Review for the Sociology of Sport 145-166. 
35 Kikulis, above n 31, 307. See also 308.
36 Ibid, at 310.
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37 Ibid, at 310-311. Kikulis here cites Oliver, above n 33, “The Antecedents of
Deinstitutionalization” at 571; L M Kikulis, T Slack and C R Hinings, “Sector-specific
Patterns of Organizational Design Change” (1995) 32 Journal of Management Studies 67-100;
L Thibault, T Slack and B Hinings, “A Framework for the Analysis of Strategy in Nonprofit
Sport Organizations” (1993) 7(1) Journal of Sport Management 25-43 and L Thibault, T Slack
and B Hinings, “Strategic Planning for Nonprofit Sport Organizations: Empirical Verification
of a Framework” (1994) 8(3) Journal of Sport Management 218-233.
38 Kikulis, above n 31, at 311. Kikulis here cites S Inglis, “Roles of the Board in Amateur Sport
Organzations” (1997) 11 Journal of Sport Management 160-176 and “Shared Leadership in the
Governance of Amateur Sport: Perceptions of Executive Directors and Volunteer Board
Members (1997) 3 Avante 14-33; Kikulis, Slack and Hinings, “Institutionally Specific Design
Archetypes: A Framework for understanding Change in National Sport Organizations”,
above n 34 and T Slack and L Thibault, “Values and Beliefs: Their Role in the Structuring of
National Sport Organizations (1988) 12 Arena Review 140-155. 
39 J Stevens, “The Canadian Hockey association Merger and the Emergence of the Amateur
Sport Enterprize” (2006) 20 Journal of Sport Management 74-100.
40 Ibid, at 96-97.
41 Ibid, at 79 and 81
42 Ibid, at 81.
professionally paid management have increased in part as a response to
government funding conditions on NSOs requiring substantive budgetary and
long-term planning37 with the consequential effect that paid management has
become involved in strategic planning and policy formulation.38
An example of the initial difficulties which can arise concerning the
integration within a single entity of volunteers on the one hand and paid
management on the other is provided by Stevens’ description of the merger of
the Canadian Amateur Hockey Association (CAHA) with Hockey Canada
(HC) resulting in the Canadian Hockey Association (CHA).39 At the same time,
it demonstrates that shared decision-making between volunteers and paid staff
can be accommodated at both the governance and operational levels.40 Stevens
explains that the CAHA was a volunteer-based governing organisation
principally directed to the development of “grassroots” (local) participants and
hockey associations41 whose:
…governance structure included provincial, regional, national, and international
levels. The management of the association involved volunteer–staff collaboration and
strong links between governance and operational activities. Overall, decision making
was consensus based and followed an inclusive approach.
Operational control was a key organizational system. The CAHA Board of
Directors actively monitored financial operations, specifically expenditures.42
By contrast, HC was professionally-based and managed and marketed the
men’s national squad.43 Stevens describes that:
…the [HC] governance structure involved an appointed corporate board that
met, at most, two or three times a year and provided guidance. Similar to many
corporate boards, it provided financial and programming guidance to the Executive
Director and staff, who were responsible for operating the agency.44
Stevens concluded that, in the initial stage of the merger, the resultant
“decision-making system incompatibility and culture clash”45 caused much
confusion. By the end of the merger process (involving various stages of
organisational change), however, the resultant CHA organisation represented
what Stevens has described as a new form of “layered” organisation model
which she designated the “Amateur Sport Enterprise” or “ASE”.46 Under one
aspect of Stevens’ ASE model, a “consensus-based approach” is taken in the case
of governance decision-making while most operational decisions are
“individualized”47 and the traditional division between volunteers (governance)
and paid staff (operations) is altered so that “critical decisions within both domains
are made at an upper-executive level that includes select professional staff and
executive volunteers.”48
2.3. Board Representation and Independence of Directors
Related to this, many boards of sporting organisations, in particular state
and national representative and governing bodies, are structured in a way that
they are comprised of representatives or delegates from participatory
organisations in the relevant sport. Burger and Goslin identify, among other
issues, that the ‘representative’ nature of the boards of sports federations may
hinder the quest for “long-term sustainability” and “self-regulation” described
earlier in this paper:
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46 Ibid, at 95-96.
47 Ibid, at 96.
48 Ibid, at 96-97 (emphasis added).
179
Sustainable Governance in Sporting Organisations
49 Burger and Goslin, above n 4, 19.
50 D Shilbury, “Considering Future Sport Delivery Systems” (2000) 3 Sport Management Review
199, 216.
51 Ibid, 217. For the term and concept of “clusters”, Shilbury at 206 adopts and sets out the
following definition given by M E Porter, “Clusters and the new economics of competition”
(1998) 76(6) Harvard Business Review 77-91, at p 78:
Clusters are geographic concentrations of interconnected companies and institutions in a
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52 Shilbury, above n 50, 216.
…sports federations should have access to individuals with skills best suited to
the strategic intent of the organisation so as to ensure long-term sustainable
profitability and growth and appointments should not be based on a system of
representativity. The board should, of course, be broadly reflective of its key
stakeholders but not at the expense of board skills mix. When members do represent
a constituency they must never allow representation to become advocacy at the
expense of the organisation as a whole.49
Shilbury, writing prior to this in 2000, foresaw the need for change in board
composition in many state sporting organisations and NSOs.50 Shilbury
discussed the need for sports and sporting organisations to form “clusters” as a
means of, among other things, increasing funding sources beyond government
funding.51 He concluded that governance considerations required “broader
representation” among the boards of the organisations adopting this model with
a reduced role for the “delegate system of governance”.52
Governance problems in board representation of this kind have also been
recognised by the Australian Sports Commission. In its ASC 2007 Good Practice
Guide Principles, the ASC states in Principle 1.7:
Principle 1.7: That each board should be structured to reflect the knowledge of
the sport and sports industry and the complex operating environment facing the
modern sporting organisation. Normally, it is envisaged that a board will:
…
• have a sufficient blend of expertise and skills necessary to effectively carry out
its role
• have all directors being independent, regardless of whether they are elected or
appointed…
• be broadly reflective of the organisation’s key stakeholders, but not at the
expense of the board’s skills mix.53
The “Commentary and guidance” to this Principle further states that:
The number of directors on a board should reflect the size and level of activity
of the organisation. As such, the ASC advocates a board with the necessary skills to carry
out its governance role rather than a representative board.
Independent directors are those that are not appointed to represent any
constituent body…
When directors do represent a constituency, they are bound by their legal responsibility to
represent the organisation as a whole.54
Similarly, the ASC 2007 Good Practice Guide Principle 1.10 seeks to
minimise this problem. It states, in part:
Principle 1.10: That the board outline the role of individual directors/board
members, including (at a minimum):
• the fiduciary duty of directors to act in the interests of the members as a whole
and not to represent individual constituents. Thus, once elected, the board should have the
ability to operate independently in the interests of the organisation as a whole, free from
undue influence…55
The representative nature of decision-making bodies within particular
sporting organisations – in this case, state and national governing and
representative bodies – may also lead to a reduction in the effectiveness of
decision-making. For example, Division I of the National Collegiate Athletic
Association in the United States was at the relevant time governed by a structure
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54 Ibid, Commentary and Guidance to Principle 1.7, pp 6-7 (emphasis added).
55 Ibid, Principle 1.10, p 8 (bold in original removed and emphasis added).
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57 Ibid, at p 11.
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Functions and Independence, v, Independence from management.
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“Separation of Ownership and Control” (1982) 26 Journal of Law and Economics 310-25.
including a Board of Directors responsible for legislative functions and, ‘below’
this, a Management Council of some 49 representative members.56 Brown
describes how the governance subcommittee of the Management Council
undertook a review of the Division I governance structure, including a larger
role for the Board in policy decisions and improving the information and advice
from the Management Council to the Board on policy matters.57 In discussing
the subcommittee’s review in relation to representation, Brown observes that:
Interestingly, the subcommittee even in its preliminary discussions struggled
with balancing a streamlined and empowered structure with a representative one. The
group realized quickly that the more it focused on representation, the less likely it was
to create a group small enough to be effective. Yet the more representative the
structure, the less nimble and powerful it will be.
That concern manifested itself in the late 1990s, too, when the Management
Council grew from its original 34-member size to its current 49, which is inclusive
but cumbersome.58
Governance issues relevant to the separation of the board from management
also come into play in board representation of sporting organisations. Typically,
corporate governance schemes provide for the division of these decision-making
structures.59 In the sphere of the governance of non-profit organisations, Siebert
relies on the work of Fama and Jensen to explain the reasons for this separation:
Fama and Jensen stated that due to the lack of an active market for shares and the
lack of formal “ownership,” a one-tier board of a nonprofit organization may not face
a takeover threat similar to that of for-profit organizations. This difference calls for a
separation of decision-making and control from the chosen perspective. Because
corporate boards are disciplined by the external control the market for shares imposes,
they may have unitary boards with the advantage of having inside managers with their
specific knowledge participate substantially in the board’s decision-making.60
After an examination of decision making by boards and cooperation with
and methods for controlling executives in non-profit organisations61, Siebart
concludes that executive director inclusion in the board is preferable to enhance
the standard of decision-making provided the requisite alignment between the
organisation’s interests and those of the executive exists.62
As noted in Sports Governance Scheme Table 3.2.163, strategic/long-term
planning (and, consequently, strategic decision-making, management and
review) is one of the principal responsibilities of the board. To be effective, this
responsibility is in turn dependent on several other governance variables also
listed in that Table (strategic management: governance relationship) - such as
external governmental legal and governance structure/compliance,
identification of and consultation with stakeholders (including related corporate
social responsibility), independent/external audit, quality and integrity of
information, governance codes/policies and codes of conduct, directors duties,
budget and performance review, reporting and financial/operational control and
risk management, internal controls/procedures, independence of directors and
competency/experience and skills of directors. Related to this, detailed work on
the quality and effectiveness of decision-making and related practices by boards
and management of non-profit organisations has been undertaken by Herman
and Renz 64 who call for a ‘critical’ examination of so-called best practice in the
area.65 At the same time, the authors conclude that consultation with
stakeholders is of prime importance to effective decision-making:
If there is a best practice,…it is regular and effective communication in a variety
of ways with significant stakeholders…This is important to enhance the
organization’s leaders’ understanding of stakeholders’ interests and expectations and to
help the organization stay abreast of how stakeholders’ criteria for judging
effectiveness are evolving.66
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2.4. ‘League’ Considerations
In the case of participatory organisations, Farquhar, Machold and Ahmed
undertake a detailed examination of current theories underpinning corporate
governance – agency, stewardship and stakeholder models – and suggest further
considerations on account of various special characteristics.67 First, the authors
point to an inter-dependence between sporting teams in a league or competition
arising from a need for “coordination”:
In other industries such coordination is generally seen as anathema as it would
be viewed as anti-competitive. Without coordination, professional sport competition
would not occur. It is also clear that one team cannot obtain revenue without another
team to play with. The financial viability of a sports team is thus dependent on the
success of other sports teams.68
Second, the authors also describe the phenomenon of “uncertainty of
outcome” – that the more equal is the level of on-field competition between
relevant teams, the more will be consequent consumer demand and, in turn,
team profits.69 Michie and Oughton similarly see teams as needing coordination
for the delivery of a “joint product” which consequently “increases the
economic value of the product supplied by each individual club” and also
concur in relation to the profit-enhancing role of uncertainty.70 The effect of
these considerations lead Farquhar, Machold and Ahmed to conclude that
traditional corporate governance regimes (i.e., which are ‘firm-specific’) are not
sufficient71 and that issues concerning the ‘league’ – such as “format”,
“hierarchy”, “multiplicity”, “membership” and “governance” - must also be
considered.72 In this respect, the authors conclude that:
This league structure is unique to sport, other industries have no structures that
bring firms together to organise the competition between them, other than in the
very few industries with legal cartels. This organisational structure has significant
dimensions when considering a model of corporate governance in professional team
sports. Noll (2003), taking an approach similar to Flynn and Gilbert (2001), suggests
teams in sport must make at least five types of decisions about league structure. These
include the method of scheduling matches to determine the champion; the
relationships between leagues of lesser and greater quality; the number of leagues at
the same level of the hierarchy; the conditions under which a team enters and exits a
league; and the methods for deciding and enforcing league rules and policies. This last
issue relates to the governance of the league and demonstrates how issues of
governance in team sport have a league dimension as well as a firm-level one.73
2.5. Achieving On-Field Success
Stadtmann discusses the relationship between on-field success and
revenue/profit of a (successful, in terms of on-field performance) listed German
football club, Borussia Dortmund.74 In short, the author explains that significant
domestic on-field success permits qualification (entry) into relevant
international competitions with consequential benefits such as broadcast
revenue.75 In addition, the author identifies that (again, on-field) success leads to
increased gate takings and merchandising sales76 as well as “higher advertising
and sponsoring revenues, because most sponsoring agreements provide for
graduated revenues based on the team’s performance”.77
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What is the relevance of this for the relationship between good governance
and long-term economic sustainability of sporting organisations? On-field
success is a key issue for sporting organisations because the possible effects of
that success ‘balance’ various (sometimes competing) interests of the sporting
organisation. As noted in the introduction to this chapter, economic
sustainability in terms of maximising financial performance may be, in some
sporting organisations, a ‘means to an end’ of achieving the organisation’s long-
term objectives (whether financial or otherwise). In this section, we have noted
that improved financial performance (and, consequently, long-term financial
sustainability) of a participatory organisation is dependent in part on increasing
various revenue streams which are sensitive to on-field success. However, the
discussion in section 2.4 would suggest that, in order to maximise overall profits
among ‘league’ teams, the organisation’s on-field success must not be wholly
disproportionate to the on-field success of other teams in the league
(uncertainty of outcome). In addition, the pursuit of on-field success through
financial expenditure (for example, on playing facilities/stadiums or player
transfer fees and salaries) may, if left unchecked, pose tension or conflict with good
governance issues such as those related to other stakeholder interests (for
example, the interests of government funding agencies and other
funders/lenders; the interests of members or spectators through membership or
attendance fees; the development of participation in the sport through
investment in “grass roots” programs), statutory and legal duties of directors (for
example, to act in the best interests of the organisation and to exercise financial
and operational control and risk management) and, indeed, long-term financial
viability itself. In the latter respect, Michie and Oughton also identify as a special
characteristic of some professional sporting organisations - in this case, English
football teams – the need for on-field success:
This latter imperative introduces an incentive to “invest” (or gamble) on success,
through buying players and paying high player wages to attract and retain the best
players. This may provide part of the reason, at least, for most professional football
clubs in England being unprofitable…78
The authors identify this factor (and increases in player salaries) as requiring
adequate governance responses.79
The 2007 “Bungs Inquiry” by a former Commissioner of the Metropolitan
Police, Lord Stevens, initiated at the request of the Football Association (FA),
into payments to agents of soccer players in transfers involving English soccer
clubs, is testament to concerns at the highest levels about governance standards
in soccer.80 In one instance Middlesbrough FC agreed to pay agent Pini Zahavi
£3,000,000 on top of the £7,500,000 they were spending to sign his client
player, Yakubu Aiyegbeni, from Portsmouth in July 2005.81 £3,000,000 payment
to a player agent is an astonishing amount of money, a total light years away from
the reality of most people who participate in soccer and is suggestive of how the
desperation for on-field success can dilute the thirst of some sporting clubs for
transparent governance of commercial dealings.
However, even in the professional environment, it is possible to reduce an
organization’s dependency on on-field success. Van Uden, in his examination of
the transformation of the Dutch football club Vitesse into a “multi-
entertainment football company”82, describes various initiatives taken by that
club to enhance the experience of visitors to its matches including a new
stadium, restricting admission to season-ticket holders only, merchandising
strategies and a business club at the new stadium. As van Uden observes:
At traditional football clubs, where financial success is almost fully determined
by the performance of the squad, poor results can cause a spiral of decline in numbers
of spectators, sponsor revenues, media attention, value of players, merchandise sales,
and so on. Vitesse wanted to have a more robust business model…[W]idening the
product range means that revenues are no longer fully determined by the
performance of the team—a strategy that many European professional football clubs
pursue…83
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Part 3: Governance Schemes For Sporting Organisations
3.1. Governance in Sport Working Group Statement of Good Governance Principles
In examining sporting governance schemes for the purpose of identifying the
corporate governance themes which have permeated into the sporting sphere, it
is apt to begin with a review of international codes and then progress to the
national perspective. Accordingly, this section will identify the main themes of the
Governance in Sport Working Group (GSWG) Statement of Good Governance
Principles arising out of “The Rules of the Game” conference in 2001.84 The
GSWG Statement is intended to achieve various aims. Among these, it states that:
i. it will provide a useful “check list” for sporting bodies to ensure that
they are behaving responsibly with respect to their members and to
third parties with a legitimate interest in their activities; [and]…
iii. by demonstrating the virtues of self-regulation, it should assist in
persuading legislators that there is no need to interfere further in the
running of sports.85
Like the GSWG, Burger and Goslin similarly identify the object of self-
regulation as being dependent on adherence to good governance codes.86
The GSWG Statement principles are arranged under nine major principles
in section 3 of the conference report. The following Table 3.1 contains a
summary of the contents of those principles.
Sports Governance Scheme Table 3.2.1 below contains a comparison of the
GSWG Statement with the ASC 2007 Good Practice Guide Principles. For
present purposes, the following variables in that Table receive special attention
in the GSWG Statement:
• Stakeholder Participation – identification, consultation and participation (4.i)
• Stakeholder Participation – timely disclosure of information (4.iii)
Table 3.1. GSWG Statement
No. GSWG Statement Major Principle Content Variables
3.1 The role of the governing body Construct rules
Development/promotion of sport
Good governance
Representation of members
Specify role/function
Stakeholder interests
3.2 Structure, responsibilities and accountability Separation of Functions:
Rule making
Executive/managerial decision-making
Dispute resolution
Specify hierarchy/function 
of all decision-making structures
3.3 Membership and size of the governing body Disclosure of identity, experience and
appointment details of officers
Disclosure of voting rules
Stakeholder interests identified 
in decision-making
3.4 Democracy, elections and appointments Representatives elected by members
[to governing body] Disclosure of voting procedures
Fixed terms of office
Fairness and transparency in elections
Disclosure of voting results
3.5 Transparency and Communication Statement of governance code/role 
of body
Communication to and 
consultation with members
Reporting
Electronic communications
3.6 Decisions and appeals Disclosure of reasons
Dispute resolution/appeal 
procedures specified
Exclusion of conflicts/interests
3.7 Conflicts of interest Separation of governance and
commercial roles
Delineation of committee functions
3.8 Solidarity Equity and transparency in, and disclosure
of, policy for distribution of revenues to
all levels of sport
3.9 Recognition of other interests Identification/recognition of stakeholder
interests in decision-making
Anti-discrimination within sport
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• Timely disclosure of material information (5.i)
• Principal (board) responsibilities (6.iv)
• Responsibilities of board subcommittees delineated and disclosed (6.v.b)
• Distinguish/specify board and management roles (6.v.c)
• Competency/experience and skills of directors (6.vii)
At first glance, this suggests, in relation to global sports governance, that they
might be the seven most generalisable governance variables. However, the GSWG
Statement is obviously not the only summation of what might constitute good
governance in sport at the international, or indeed any other, level. More particularly,
a review of the GSWG Statement Major Principles listed in Table 3.1 indicates that
the variables are directed in the main to governing or ‘upper-hierarchy’ bodies such as
national representative bodies rather than participatory or other ‘lower-hierarchy’
bodies. Even in the case of governing bodies, additional responsibilities can be
suggested. In this respect, Forster undertakes a review of the functions and governance
of global governing bodies in sport and provides a list of typical responsibilities similar
to those in the GSWG Statement.87 More particularly, additionally he identifies
among those responsibilities the “development and governance of the athletes within
a sport” and relations with national sporting bodies, governments and regulatory
agencies and sponsors.88 Forster traces the development and authority of various
global organisations (GSOs) including the International Federation of Football
Associations (FIFA) and the International Olympic Committee (IOC). He identifies
the revenue-raising ability (important, we have noted in section 2.5 for attaining
long-term economic sustainability of a sporting organisation) and cultural
significance of GSOs as contributing to their importance:
…despite being non-profit organisations, one reason for the significance of the
GSOs is their commercial importance, given the revenues that some generate and
their impacts on the commercial sports industry. In this direct revenue raising ability,
as opposed to operating as charities, they differ appreciably from other international
non-governmental organisations (INGOs)… Intimately related to their commercial
significance is the suggestion sport embodies cultural values with which individuals,
communities and even nations identify.89
Forster, through a historical analysis of the authority of relevant GSOs,
concludes that many have “highly contestable governance monopolies”90 with
large revenues but a “lack of accountability [which] in turn is attributed to a
problem of lack of “ownership”…”.91
Other governance problems stemming from the globalisation of particular
sports have also been identified. For example, Giulianotti and Robertson
undertake a sociological study of the globalisation of football (usually referred
to as soccer in Australia) and identify various governance issues in the case of
FIFA including its method of election:
No innately democratic procedures exist for electing congressional members,
who are appointed instead by their respective football associations…A more
democratic system would begin at national, grass-roots level, to elect congressional
members, and to facilitate more regular congressional sittings.92
Among other things, the authors also suggest that FIFA should realign its
functions to put profits behind “humanitarian functions” (such as improving
participation in developing countries)93 and “social inclusion” (such as
increasing the participation of women).94 As discussed in section 2.1, such
matters fall within the governance realm of corporate social responsibility,
ethical decision-making and codes of conduct. 
3.2. Australian Sports Commission, GSWG and Corporate Governance Principles
Compared
3.2.1. The ASC 2007 Good Practice Guide Principles
The ASC 2007 Good Practice Guide Principles replaced the ASC
Governance Principles issued by the ASC in May 2002. In 2007, the ASC stated
that:
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It is commonly accepted that governance structures have a significant impact on
the performance of sporting organisations. Poor governance has a variety of causes,
including director inexperience, conflicts of interest, failure to manage risk,
inadequate or inappropriate financial controls, and generally poor internal business
systems and reporting. Ineffective governance practices not only impact on the sport
where they are present, but also undermine confidence in the Australian sports
industry as a whole.95
To combat this, The ASC 2007 Good Practice Guide Principles are
arranged under six major principles:
• Principle 1: Board composition, roles and powers
• Principle 2: Board processes
• Principle 3: Governance systems
• Principle 4: Board reporting and performance
• Principle 5: Member relationship and reporting
• Principle 6: Ethical and responsible decision making.96
The following Sports Governance Scheme Table 3.2.1 represents a
comparison of the ASC 2007 Good Practice Guide Principles and GSWG
Statement with the principal governance themes and variables which underpin
international and national corporate governance schemes.
We approach this by presenting the principal corporate governance structures
and mechanisms in the context in which they primarily operate – the various
global and national corporate governance schemes. We do not describe or
analyse these structures and mechanisms – commonly referred to as governance
variables – in detail. Instead, we will present a ‘model’ corporate governance code
in a single table form97 constructed from the following schemes:
International:
• OECD Principles98
• ICGN Statement99
• CACG Guidelines100
United States:
• Final NYSE Corporate Governance Rules101
• Business Roundtable Principles102
• Conference Board Principles103
United Kingdom:
• Cadbury Report104
• FRC Combined Code on Corporate Governance (UK)105
• FRC Good Practice Suggestions from The Higgs Report106
Australia:
• ASX Best Practice Recommendations 107
• ASX 2007 Revised Principles108
Thus, in Sports Governance Scheme Table 3.2.1, we identify, as a measure
of ‘centrality’, a ‘core’ set of governance variables across the corporate (international and
national) and sporting sector codes. 
In the case of centrality, we seek to describe the prominence or relative
importance of particular governance variables measured by (or as a product of)
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100 Commonwealth Association for Corporate Governance, CACG Guidelines of Corporate
Governance, November 1999, (‘CACG Guidelines’).
101 New York Stock Exchange, Final NYSE Corporate Governance Rules, approved by SEC 4
November 2003 (except s 303A.08) and 30 June 2003 (s 303A.08), (‘NYSE Final Rules’).
102 Business Roundtable, Principles of Corporate Governance 2005, A White Paper by the Business
Roundtable, November 2005, Washington, DC (‘Business Roundtable Principles’).
103 The Conference Board, Inc., Commission on Public Trust and Private Enterprise, 9 January 2003,
available at http://www.conference-board.org/publications. The Conference Board
Commission’s corporate governance scheme is contained in Part 2: “Corporate Governance:
Principles, Recommendations and Specific Best Practice Suggestions”, pp 2-28, (‘Conference
Board Principles’).
104 The Committee on the Financial Aspects of Corporate Governance and Gee and Co Ltd,
Report of the Committee on the Financial Aspects of Corporate Governance, 1 December 1992,
Burgess Science Press, London (‘Cadbury Report’).
105 Financial Reporting Council (FRC), The Combined Code on Corporate Governance, June 2006,
London (‘UK Combined Code’).
106 Financial Reporting Council, Good Practice Suggestions from the Higgs Report, London (‘Higgs
Report Suggestions’).
107 See above n 18.
108 Ibid.
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commonality (or recurrence) of those variables (again) within particular sector
schemes and across sectors. Of course, we concede at the outset that
commonality or recurrence is obviously a cursory measure of ‘centrality’ and
may in some cases represent only a formal, rather than a substantive,
commitment to ‘good’ governance, but it is an indicator nonetheless. In this way,
we seek to identify what may be, at the least, the most ‘generalisable’ variables
across corporate and sporting governance directives or discourse. 
The following Table 3.2.1 does not contain detailed reference to all the
principles or sections of the ASC 2007 Good Practice Guide Principles or
GSWG Statement. Instead, the function of Table 3.2.1 is to demonstrate in table
form how the governance variables of international and national sector
corporate governance schemes have permeated into the international and
Australian sporting governance spheres.
Sports Governance Scheme Table 3.2.1: 
Comparison of ASC, GSWG and Corporate Governance Principles
No.
1.
i
ii
iii
iv
v
2.
i
ii
iii
iv
v
ASC 2007 Good
Practice Guide
Principles
1
6.1
1.2
1.3,5.2
5
5.4
1.4, 5.2-3
1.4, 5.2
5.2
GSWG 
Statement
3.4, 3.6
3.3
3.4
International and National Corporate 
Governance Variable
External Governmental Legal and Governance
Structure/Compliance:
Appropriate legal structures/agencies
Governance structures and practices consistent
with law and transparent/enforceable
Demarcation and transparency for
governmental and regulatory agencies
Preferred entity structure as corporation limited
by guarantee under Corporations Act 2001
Written constitution
Owner Shareholding and Participation
Rights/Member Participation:
Ownership and transfer structures
Participation in profits
Timely/regular disclosure of  information
Questions and voting in meetings including re:
a. Appointment/removal of directors
b. Key/extraordinary changes
c. Corporate governance
d. External audit
e. Remuneration policy re board/execs
Disclosure of disproportionate control
structures/arrangements
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vi
vii
3.
i
ii
iii
iv
v
4.
i
ii
iii
iv
5.
i
ii
iii
iv
v
6.
i
ii
iii
iv
1.6
1.10
1.10
5
1.6, 1.7, 5.1
1.6
3.3
3.3, 5.4
5.4
5.4, 6.1
3.7, 4.5
5.4
1.6,1.10,2.1-
3,3.5,6.1
1.6,1.10,2.1,3.1,6.1
1.6,1.7,5.1
1.6,2.5,3.1,3.3,4.4,
5.1,6.2-3
1.6,1.10-11,3.5,6.1
1.6, 3.6
1.4,5.2
3.2, 3.6
3.6, 3.7
3.1, 3.9
3.1, 3.3, 3.5 & 3.9
3.2, 3.6
3.5, 3.6
3.5, 3.6
3.4, 3.5
3.5
3.5
3.6, 3.7
3.3, 3.9
3.1, 3.2
3.1
3.4
Protection for market for corporate control
Disclosure of institutional shareholder
governance/voting policies and conflicts
Fairness:
Ability to bring action for breach of
shareholder/member rights/disputes
Equality within share classes
Safeguards for minority
Prohibition re inside/self dealings
Interested or conflicted director disclosure 
Stakeholder/Member Participation:
Identification, consultation and participation
Ability to bring action for breach of enforceable
stakeholder rights; effective grievance procedure
Timely disclosure of information
Employee/management/director incentive and
participation  schemes
Access/Transparency of Information:
Timely disclosure of material information
including:
a. results
b. remuneration policies
c. director qualifications/independence
d. risk factors
e. governance codes/policies
Independent/external audit
Quality and integrity of information
Electronic communications
Website
Board Functions and Independence:
Compliance with statutory and legal duties on
organisation/directors
Fair and ethical decision making; corporate
social responsibility and codes of conduct
Recognition of stakeholder interests
Principal Responsibilities:
a. Strategic/long-term planning; budget;
performance review
b. Corporate governance compliance
c. Selection and monitoring of key management
d. Fair and open election of directors
No. ASC 2007 Good
Practice Guide
Principles
GSWG 
Statement
International and National Corporate 
Governance Variable
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v
vi
vii
viii
ix
x
xi
xii
xiii
xiv
xv
xvi
xvii
xviii
xix
xx
xxi
xxii
xxiii
7.
8.
9.
i
ii
iii
10.
1.10
1.6,3.3-5, 3.7-
8,4.4,4.5,5.4,6.2-3
3.3
1.1,1.5,1.7,1.12
1.7
1.5,1.11,2.6,3.8,4.6
1.1,1.5,1.10-
12,2.6,3.2
3.9,4.2,6.1-3
2.4,3.2,4.3-5,6.2-3
1.7,3.2,4.2
1.6,1.10,4.6
1.6, 2.1-3,3.3-
5,3.7-9,4.5, 6.2-3
1.10, 3.5
1.7
1.7
1.11
1.6
1.7
1.7
1.8, 5.1
1.9
2.1-3
4.1
Accountability, p 1
3.6, 3.7
3.5
3.6
3.2, 3.7
3.1, 3.2
3.3
3.3, 3.6, 3.7
3.4
3.3
3.1
3.1
3.1
3.1
3.9
e. Interested director or management conflicts
or transactions
f. Reporting, audit,  financial/operational
control, risk management
g. Disclosure of information
h. Provision of resources for management
Independence from management:
a. Non-executive/independent  directors
b. Responsibilities of Board sub-committees
delineated and disclosed
c. Distinguish/specify board and management
roles
Board access to accurate/timely info
Competency/experience and skills of directors
Disclosure of director
contribution/independence
Board/director performance review
Maintenance/review of internal
controls/procedures
Use of Technology
Evaluation of Solvency
Director term of office
Board size
Independent investigation of management
Company Secretary
Development of grievance procedure
External appointments to Board to fill skills
gaps
Staggered rotation of directors and corporate
memory
NSO and member bodies alignment of objects
and purpose
Interim board for amalgamating bodies
Specify Board meeting procedures
Insurance for officers/directors
Maximising Profits/value
Enforcement/disclosure of non-compliance
with best practice
Role of Governing Body
Construct rules
Development/promotion of sport
Representation of Members
Anti-discrimination within sport
No. ASC 2007 Good
Practice Guide
Principles
GSWG 
Statement
International and National Corporate 
Governance Variable
3.2.2. Common Variables in ASC, GSWG and Corporate Governance Principles
The following Commonality Table 3.2.2 represents the principal
governance variables common to the ASC 2007 Good Practice Guide
Principles, GSWG Statement and international and national sector corporate
governance schemes identified in section 3.2.1.
Commonality Table 3.2.2:
Common ASC, GSWG and Corporate Governance Variables
No Table 3.2.1 Reference Common Governance Variable
1 2.iii, 4.iii, 5.i, 6.iv.g Timely disclosure of material information
2 2.iv Questions and voting in meetings including re:
2.iv.a a. appointment/removal of directors
3 3.i, 4.ii Ability to bring action for breach of
shareholder/member/stakeholder rights/disputes; 
effective grievance procedure
4 3.v, 6.iv.e Interested or conflicted director disclosure
5 4.i, 6.iii Identification, consultation and participation of stakeholders
6 5 Access/transparency/timeliness of disclosure of information
7 5.i.e, 6.iv.b Governance codes/policies
8 6.ii Fair and ethical decision-making; corporate social responsibility
and codes of conduct
9 6.iv.d Principal Responsibilities:
Fair and open election of directors
10 6.iv.f Principal Responsibilities:
Reporting, audit, financial/operational control, 
risk management
11 6.v.b Independence from management
Responsibilities of Board subcommittees delineated 
and disclosed
12 6.v.c Independence from management
Distinguish/specify Board and management roles and protocols
13 6.vii Competency/experience and skills of directors
14 6.xiii Term of Office
15 6.xxii Specify board meeting procedures
Again, the above Commonality Table 3.2.2 displays a well-known group of
governance variables appearing at the core of global and national corporate
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109 ASC 2007 Good Practice Guide Principles, above n 2, p 6.
governance codes – one or more can be the source of governance difficulties
within, and across, organisations and sectors. In terms of the aims of this chapter, it
demonstrates, using as a (perhaps crude but functional) analytical
measure/construct the distillation of cross-transfer of core variables across Sports
Governance Scheme Table 3.2.1, the extent to which global and national corporate
governance issues have been received into the international and Australian sports
governance environment. While the list of common variables in Table 3.2.2 is
relatively wide, its composition is somewhat skewed or narrowed as the Table
identifies commonality between opposite ends of the spectrum. On the one hand,
the GSWG Statement represents an international sporting governance scheme
directed mainly to global governing bodies. On the other hand, while the ASC
2007 Good Practice Guide Principles are directed to NSOs, their operation will
extend to many lower-level participatory bodies. In the end, this skewness or
narrowness is compensated to some degree by using as the comparative benchmark
the corporate governance variables identified in Sports Governance Scheme Table
3.2.1 which are built-up from both the international and national corporate sectors. 
Of course, it is easier to develop protocols in relation to some of the
variables than others. While protocols/benchmarking for many of the above
variables may be clear cut, variables such as access/transparency of information,
ethical decision-making and corporate social responsibility and identification/
participation of stakeholders remain ‘fudgeable’. Importantly, the scope of the
first of these three ‘fudgeable’ variables will be dependent to a large extent on
the content of the second and third variables. In this respect, we have already
noted above that an important distinguishing characteristic of sporting
organisations is the presence of multiple objectives and, therefore, multiple
stakeholders with consequent corporate social responsibility effects. How well
(or poorly) a sporting organisation identifies its objectives (and, consequently, its
stakeholders) and prioritises them will have important ramifications for the
practical operation of these interdependent variables.
Also of note for sports governance purposes – though not a common
variable in Commonality Table 3.2.2 – is the ASC 2007 Good Practice Guide
Principle 1.7 (item 6.xix in Sports Governance Scheme Table 3.2.1) relating to
the staggered rotation of directors and corporate memory. This Principle
requires that a Board:
…institute a staggered rotation system for board members with a maximum
term in office to encourage board renewal while retaining corporate memory…109
Ordinarily, in the corporate or for-profit sphere, such a provision would be
considered to be an anti-takeover mechanism which, in short, reduces the
‘effectiveness’ of the market for corporate control by interfering with its
disciplinary ‘management replacement’ function.110 Of course, there is no
market for corporate control in the case of non-profit NSOs and like sporting
organisations. As a result, in this sphere, the staggered board election is a useful
mechanism for succession planning and retaining ‘corporate memory’ in the
organisation. In such a situation, the possibility of board ‘entrenchment’ remains
possible so a maximum fixed term for each director is usually employed and, as can
be seen above, this is the case for ASC 2007 Good Practice Guide Principle 1.7. 
In relation to the Australian sports sector – a sector that includes both for-
profit and voluntary actors – we have identified the extent to which ‘core’
governance variables derived from a combination of the international and national
corporate sectors may be reproduced as the heart of sports-specific governance
schemes. Again tentatively, one might hypothesise that the governance variables
listed in Commonality Table 3.2.2 could be the most generalisable variables in
governance across the international and Australian sports sectors. 
In addition, how the received corporate governance variables are applied in
practice in the sporting environment in Australia may also be demonstrated by
governance reviews of sports and sporting organisations. To conclude this Part
3, it is to two recent and prominent reviews that we now turn.
3.2.3. Australian Sports Governance Reviews
In July 2004, an Athletics Review was undertaken on behalf of the
Australian Sports Commission and Athletics Australia (AA).111 Part B of the
ASC Athletics Review presented, among other things, a governance and
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110 See R W Masulis, C Wang and F Xie, “Corporate Governance and Acquirer Returns”, ECGI-
Finance Working Paper No 116/2006, available at SSRN: http://ssrn.com/abstract=697501,
2-3; L A Bebchuk, A Cohen and A Ferrell, “What Matters in Corporate Governance?”,
(September 2004), Harvard Law School John M Olin Center Discussion Paper No 491,
available at SSRN: http://ssrn.com/abstract=593423, 2-3, 8 and 39-40; L A Bebchuk and A
Cohen, “The Costs of Entrenched Boards” (2005) 78 Journal of Financial Economics 409-433,
available at SSRN: http://ssrn.com/abstract=556987, 1.
111 Australian Sports Commission and Athletics Australia, Athletics Review, Re-creating a culture for
athletics in Australia, A report into the high performance, development and governance of athletics in Australia,
July 2004, Canberra (‘ASC Athletics Review’). In relation to governance review of horse racing,
see R Hoye, “Governance reform in Australian horse racing” (2006) 11 Managing Leisure 129.
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112 ASC Athletics Review, ibid, Part B, Recommendations 89-119, pp 30-33.
113 Ibid, Rec 89, p 30.
114 Ibid, Rec 92, p 30.
115 Ibid, Recs 96 and 98, pp 30-31. 
116 Ibid, Rec 100, p 31.
117 Ibid, Rec 101, p 31.
118 Ibid, Rec 104, p 32.
119 Ibid, Rec 106, p 32.
120 Ibid, Rec 108, p 32.
121 Ibid, Rec 114, p 32.
122 Ibid, Rec 109, p 32.
123 Australian Sports Commission, Independent Soccer Review, Report of the Independent Soccer Review
Committee into the Structure, Governance and Management of Soccer in Australia, (David Crawford,
Chairman), April 2003 Canberra (‘Crawford Soccer Report’). 
124 Ibid, Part 3, List of Recommendations, pp 9-12.
125 Ibid, Rec 2, p 9.
126 Ibid, Rec 4, p 9.
127 Ibid, Rec 10, p 9.
128 Ibid, Rec 13, p 10.
129 Ibid, Rec 24, p 10.
management review of AA with thirty-one recommendations made
(Recommendations 89 – 119).112The ‘financial management’ recommendations
included monthly financial reports113, quarterly provision of profit and cash flow
statements to State member associations114 and recommendations as to the
composition and functions of the audit committee.115 Recommendations
relating to ‘communications’ included the preparation of monthly ‘key issues’
reports to State member associations116 and half-yearly meetings with those
associations.117 In the case of the board and management, the Review
recommended, among other things, that the Board specify performance
indicators and the powers delegated to the Chief Executive Officer118, that
performance reviews of the CEO be conducted at least once a year119, public
advertisement for ‘senior’ positions120 and Board review and approval of the
strategic plan121 prepared with input of key staff.122
A detailed governance review has also been undertaken in Australia in
relation to soccer.123 In the Crawford Soccer Report, the Independent Review
Committee made 53 recommendations124 covering issues including
replacement of Soccer Australia’s constitution125, establishment of various sub-
committees to improve available information126, a board of six “elected
independent directors”127, the CEO be permitted to attend board meetings
without vote128 and amendments to the voting structure of Soccer Australia’s
national council.129 Further recommendations included establishment of a
board conflict of interest policy130, statement of directors’ duties131, clearer
separation of board and management functions132 and the establishment of the
National Soccer League as an independent entity from Soccer Australia with
independent directors.133 The trend towards continuing review is seen in the
establishment by the Australian Federal Minister for Sport of an Expert
Independent Sport Panel (EISP) in August 2008 to review the structure of both
community and elite sport in Australia.134 The EISP was chaired by Mr David
Crawford, author of the 2003 Crawford Soccer Report.
3.3. Concluding Remarks for Parts 1 - 3
Parts 1-3 of this chapter have sought to traverse a huge territory so any
conclusions must be qualified and acknowledge that there is much empirically-
oriented research required before one may be too assertive about what dominates
evolution of governance, whether in for-profit corporate environments or in more
not-for-profit oriented contexts such as sport. However, some preliminary
observations can be made. Governance sprawls across human and organisational
activity, and as such is affected by many of the realities of human and organisational
existence. Consequently, codes of conduct can never be much more than tramways
of preferred behaviour within those sectors. Normative factors will be hugely
influential in how good governance is played out in practice, and there has been, there
is and there will continue to be, significant interaction between human agency and
structural factors in the praxis of governance.135 Only more detailed research can
reveal what the processes and shape of that good governance might be. 
However, one useful strategy is to identify as we have done with regard to sport,
just which themes have jumped sectoral boundaries to become totem poles of
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132 Ibid, Rec 40, p 11.
133 Ibid, Rec 46, p 12.
134 See the Hon Kate Ellis MP, Minister for Sport, Media Release 28 August 2008, Expert Independent
Sport Panel Appointed, at http://www.health.gov.au/internet/ministers/ publishing.nsf/Content/
mr-yr08-ke-ke045.htm. Since this chapter was submitted for publication, the EISP’s report has been
published and is likely to be very influential. See Commonwealth of Australia, Australian
Government, Independent Sport Panel, The Future of Sport in Australia, 15 October 2009, David
Crawford, Chairman, available at http://www.sportpanel.org.au/sportpanel/publishing.nsf/
Content/758D8954C2A74E11CA257672000140A7/$File/Crawford Report.pdf.
135 For a discussion of the human agency: social structures interactive paradigm, see generally: A
Giddens, The Constitution of Society, Outline of the Theory of Structuration, Polity Press,
Cambridge, 1984.
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governance. Some industries may be easier to research than sport because the latter is
a sector that involves significant contributions from voluntary as well as commercial
actors. As such, sport may be more difficult to research in some ways than a sector
in which most actors are commercial organisations that possess greater organisational
and informational capacity. However, what this chapter has done is show how some
governance protocols such as those set out in Commonality Table 3.2.2 possess
greater capacity to become key indicators in codes of good governance across different
countries and industries. It will be interesting to see through future research whether
this experience is reproduced across different sectors and cultures, or whether other
governance norms will be seen to have greater influence.
To begin our empirical research in relation to the proposed shape of good
governance in the Australian sporting sphere, we have, in conjunction with the
Australian Sports Commission and our colleagues at Monash University’s
Faculty of Business and Economics, completed a Pilot Project in relation to
sports governance, management and revenue generation in Australia. It is to this
Pilot Project that we turn.
Part 4: Governance And Sustainability Relationships In Australian
Sporting Organisations
4.1. Background, Scope and Methodology of Pilot Study
As noted in the introduction to this chapter, national and State sporting
organisations (‘NSOs’ and ‘SSOs’) are diverse in their governance and
management structures, competition regime and outputs (for example, volunteer
development, club development, junior sport, disability sport, women in sport
and indigenous sport). By contrast, preferred NSO and SSO outcomes are
reasonably uniform, viz., more members, more participants, podium success and
more non-government and government revenue. Also as noted in the
introduction, NSOs are heavily dependent on government funds provided by
the ASC as their primary revenue stream.136
For this purpose, a Pilot Project was undertaken by the Australian Sports
Commission and Monash University’s Faculty of Business and Economics
entitled Sports Governance and Management and Capacity for Revenue Generation to
investigate the relationship between a sporting organisation’s governance and
management mechanisms, structures and processes and its ability to raise revenue
from all relevant sources. The Pilot Project was funded under the Monash-
Australian Institute of Sport (AIS) Collaborative Research Scheme by a grant of
$25,000 to the researchers.137
4.2. Revenue Streams and Interview Topics
The Pilot Project focussed on three sports – swimming, hockey and bowls
– and sought to analyse a wide range of actual and potential revenue streams
available to NSOs and SSOs of those sports. Sources of revenue included
corporate and individual sponsorship, donations, government and industry
grants, ticket sales (including corporate boxes), affiliation and membership fees,
media revenue (including television), merchandising and licensing (including
apparel), publications and other commercial sources such as social venues and
gaming and concessions such as food and beverage sales. 
A total of thirty semi-structured interviews were conducted with
representatives of national sporting organisations, some state sporting
organisations and local clubs, (four) corporations involved in the sponsorship of
sport, national and state government sporting authorities and (four) media
representatives.Thus, the majority of interviews and weight of enquiries were
directed to representatives of NSOs and SSOs. The nature or purpose of the
enquiries in the interviews with NSOs and SSOs is summarised in the following
Table 4.2. 
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137 The Pilot Project Team comprised the authors and Dr Robert Kidston (Senior Consultant,
Governance and Management Improvement, Innovation and Best Practice Program,
Australian Sports Commission), Mr Rob Clement (General Manager, Innovation and Best
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Sports Commission) and Dr Ross Booth (Senior Lecturer, Department of Economics, Faculty
of Business and Economics, Monash University). The Pilot Project Team acknowledges with
gratitude research assistance, literature review, interviews with participants and a report
entitled, The Influence of Governance and Management on the Capacity for Revenue Raising by
Sporting Organisations, Preliminary Report, November 2006, unpublished (copy on file with
authors), conducted and/or provided by Mr J A (Jim) Ferguson (Consultant, former Executive
Director of the Australian Sports Commission), in relation to the Pilot Project (‘Pilot Project
Preliminary Report’). The description of the Pilot Project, its literature sources and its findings
contained in this chapter are taken, paraphrased and/or summarised (as the case may be) from
that Pilot Project Preliminary Report. 
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Table 4.2. Sample Interview Topics for NSOs and SSOs
Nature of NSO and SSO Interview Topic
• Affiliation/membership 
• Legal nature of organisation
• External structures/requirements affecting the sport (eg., enabling legislation, government
policies and rules/policies of membership/affiliation with national/international
association)
• Constitution and main changes from previous constitution
• Legal rights of stakeholders in determining direction of the sport
• Duties imposed on organisation/individuals within organisation by virtue of legal structure
of organisation
• National structure of sport and connection between states, regions and national components
• Governance structure of organisation (eg., board, council, sub-committees, key office
holders)
• Board – composition, duties, role in relation to sport nationally
• Board - method of appointment or election, whether national board members represent any
state or other constituency, whether board members can have concurrent membership of
any state or member organisation
• Board – terms of office, executive directors, whether there is a capacity to appoint
independent members or members with particular expertise
• Board – qualifications or experience required for election/appointment, board background,
skills and contacts
• Board – remuneration, attendance, conflicts of interest and codes of conduct/decision-
making
• Strategic plan – sponsorship, marketing and revenue plans, targets and achievements
• Reporting obligations under constitution and to stakeholders
• Sponsorship, marketing and media activities, website
• Revenue streams - including nature, time commitment, most valuable, growth, servicing
responsibilities
• Membership – growth, fluctuation, efforts to increase
• Major sponsorship – nature, method of identification, role of board, chairperson or board
member, use/role of agent, complexity, legal advice
• Major sponsorship – servicing requirements, role of board, marketing and time costs, net
benefit
• Important aspects of the sport identified by sponsor, television exposure, perception of
attractiveness/appeal of sport in attracting sponsorship
In the case of sponsor corporations, representatives were asked questions in
relation to the undertaking of sponsorships and fundraising including the
attractiveness of the sport, how sponsorship proposals are identified and
developed, governance and management competency standards or requirements
that the sponsor looks for and on-going relations with the sport.
Governmental sporting authorities were interviewed in relation to links
between governance and fundraising and how governmental assistance was
assessed while media representatives were asked to give opinions relating to the
capacity of sports to use media coverage to raise revenue.
From these interviews, the Pilot Project sought to identify variable factors
relevant to fundraising (such as management competency, knowledge, research,
contacts, etc.), that is, those factors that might vary from organisation to
organisation but are amenable to improvement, and the invariable factors (such as
the scope, rules and popularity of the sport, its television appeal or government
policies), that is, those factors affecting a sport’s ability to raise funds but which
are not amenable, or are less amenable, to improvement through management
intervention. 
4.3. General Findings in relation to Pilot Sports
In this subsection 4.3, we summarise some general observations of the
interviewees/respondents in relation to the effects of governance and
management on the capacity to raise funds.
4.3.1. Promotion of Inherent Value of Sport – Growth and Services to Members
Stemming in part from their constitutions, the principal roles of NSOs were
considered by interviewees to be growing membership and participation in their
sports and providing and improving service delivery to members rather than
fundraising.138 Thus, growth and community aspects of the sports were
emphasised including success at international level and this was reflected in the
approach to Board membership:
…where many members have little expertise beyond sport specific knowledge
and see their roles as promoting the operational aspects of their sports. It was seen as
important that, while boards need members who have commercial, legal or media
experience, they must know and have connections with their grass roots.139
In addition, much emphasis was placed on coach development, talent
identification and other developmental aspects of the sports.140
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Sponsorship: An Identification of Best Practices” (2005) 1(1/2) International Journal of Sports
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State and local organisations were even more inclined to stress the interests
of members, service delivery and running their local competitions rather than
fundraising:
[t]hey put less emphasis on and were less prepared to undertake fundraising
activity than national bodies, considering the result not worth the effort, and relying
more on established sources such as membership fees or, in the case of many clubs,
gaming. They also referred to the lack of commercial experience at state and local
level, which added to the difficulties of a market already crowded by sports
organisations and others seeking to raise funds.141
4.3.2. Motivations of Sport Sponsors
Commercial sponsors emphasised their own strategic reasons for providing
sponsorship which, not surprisingly, were not aligned with the aims of organisations
identified in the previous subsection 4.3.1. In particular, sponsors stressed142:
• Access to large audiences/sub-groups likely to be interested in their
products
• Identification/enhancement of their brand or public recognition of the
company 
• The sport reflecting a wider public interest
• Creating wider media interest through sponsorship especially through
human interest stories
• Sale/use/marketing of the sponsor’s products or services
• Enhancing business associations
• Promotion of sales opportunities through networking and customer
relationships.
A strategic approach to sponsorship decisions is emphasised by many
commentators.143 Irwin and Sutton’s examination of motivations for sport
sponsorship identifies motivations similar to those of the sponsor-interviewees
including increased sales/market share, increased target market awareness,
enhanced general public awareness and enhanced company image.144 Berrett
and Slack, however, identify reasons additional to those of the sponsor-
interviewees including reacting to sponsorship decisions by competitors, to gain
competitive advantage, to develop personal networks and for occupational
training.145 Importantly, one sponsor-interviewee identified time-saving aspects
for both sponsor and sport in enhancing understanding of these motivations
while several respondents identified the time investment and collaborative
nature in building sponsorship relationships.146
4.4. Factors Considered Less Amenable to Governance Influence
Again focussing on the Pilot Project sports of swimming, hockey and lawn bowls
in Australia, in this subsection 4.4 we examine invariable factors (such as the scope, rules
and popularity of the sport, its television appeal or government policies) affecting a
sport’s ability to raise funds but which are not amenable, or are less amenable, to
improvement through management intervention and governance changes.
The invariable factors to be considered here are:
• Television Coverage
• The Size of the Sport and Sporting Organisation
• Legislation and Government Policy
• Influence of International Federations
• Influence of Representative Bodies
• Economic Conditions
These will now be considered in turn.
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4.4.1. Television Coverage
Berrett and Slack identify two key determinants for fundraising for a sport
– television coverage and membership numbers or participants – emphasising
the former as more critical.147 Indeed, all respondents to the Pilot Project
similarly emphasised the television factor stressing that, for best results, it should
be live and free-to-air.148
Two media interviewees suggested that pay television had some scheduling
and coverage deficiencies in comparison to free-to-air in maximising audiences
while one media respondent suggested that difficulties in the television market
stemmed from a limited corporate sector and limited television outlets in
comparison to the many sports.149
The most important determinants of the ability to secure television
coverage were150:
• A large supporter base (as opposed to number of members) – in other
words, a high level of popularity and support within the general public;
• the nature of the sport; and
• the sport’s ability to televise well.
In a somewhat circular argument, these factors in turn were enhanced by live
and free-to-air television coverage. Indeed, of the three Pilot Project sports, only
swimming satisfied these factors in a significant fashion and, consequently, had
rights to such coverage. Hockey and lawn bowls, however, similarly recognised the
importance of television coverage to the general promotion and growth of their
sports in the community – aims identified in subsection 4.3.1 – and thus made
financial contributions to secure coverage.151 Again in a circular relationship:
[t]he view was expressed…, and is held by sports, that sponsorship and
promotion go together and feed off each other; while exposure is necessary to secure
sponsorship, sponsorship, once secured, helps promote the sport.152
State organisations, while recognising the importance of television
coverage, had difficulty in securing it outside news coverage of state
championships. In particular, these organisations had difficulty in being
distinguished or branded – for television purposes – from the national body and
thus had limited abilities to promote themselves in this manner.153
Thus, the ability to secure television coverage – particularly live and free-
to-air – remains an invariable factor for most Australian sports in terms of their
capacity to raise revenue. Indeed, few sports in Australia will be able – even over
a significant period of time – to satisfy the determinants identified above. In
reality, apart from swimming, we suggest that significant live and free-to-air
coverage will, even in the long-term, be limited to the larger professional sports
such as AFL football, rugby league and rugby union, cricket and motor racing.
4.4.2. The Size of the Sport and Sporting Organisation
The Pilot Project respondents identified the size of the organisation to be an
important determinant in fundraising, a positive relationship perceived to exist
between size and capacity to generate revenue.
In this respect, sponsor-interviewees linked sponsorship of large sports at
national level as assisting them to reach larger markets (as identified in subsection
4.3.2 above) and reducing the time and effort involved in dealing with the sport
which was likely to have a larger and more professional marketing
department.154 Indeed, smaller sports and state organisations often lacked the
resources to secure larger sponsorships. By contrast, larger successful sports were
themselves approached by sponsors.155
Thus, size – of both the sport and the organisation - was perceived to positively
affect the organisation’s capacity to raise revenue by increasing its ability to
attract sponsorship, in particular through television coverage and ‘market reach’,
which in turn allowed the organisation to grow further:
[t]his suggests that there appears to be a point when a sport reaches a critical
mass in terms of public support, which gives it better opportunities for gate takings
and merchandising and better opportunities to attract significant sponsorship support
208
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by virtue of its television coverage and/or market reach. All of this helps to increase
its income which, in turn, allows it to employ more professional staff and, hence,
improve its commercial opportunities further.156
The news is not all bad for smaller sports and state and local organisations. But
the capacity of these sports and organisations to generate income was likely to be
limited to ‘niche market’ sponsorships and marketing such as smaller sponsorships
linked to the demographics of the sport participants or local suppliers.157
4.4.3. Legislation and Government Policy
As a general proposition, sports and sporting organisations must compete
with all other recipients of government funding. Thus, matters such as the
budgetary position of the government and competing interests will always affect
the overall level of government funding.158
However, this factor has several other aspects which render it beyond the
control of sports and sporting organisations.
The first, less problematic aspect according to respondents at all levels of the
sports, stems from the state association incorporation Acts and the
Commonwealth’s Corporations Act 2001 which mandate the governance
structure of these organisations as well as legislation in relation to matters such
as child protection, insurance and equal opportunity.159
Much more significant for all sporting bodies are the requirements of
government funding. As noted in the introduction to this chapter, many NSOs are
dependent on government funding, particularly through grants from the
Australian Sports Commission (ASC):
[a]ll such grants depend on the sport meeting certain prerequisites as well as
performance indicators. These requirements are intended not only to ensure the
sporting organisation is capable of using the grants for the purposes for which they
are provided, but also to encourage sports to strengthen their management and
governance capacities.160
In terms of determining the level of funding to NSOs, the ASC looks to
factors including161:
• again significantly, the size of the sport (itself an invariable factor
identified in subsection 4.4.2);
• the ‘standing’ of the sport in the community; 
• the sport’s ability to meet the performance requirements set for it; and 
• the success of the sport at international level.
At lower levels such as state associations and clubs, sports or organisations
reliant on gaming and bar revenues must comply with government regulations
in these respects and extending to related matters such as no-smoking. Thus,
restrictions imposed on these aspects of fundraising – such as limits on the
number of gaming machines – are invariable factors reducing the sport or
organisation’s capacity to raise revenue.162
4.4.4. Influence of International Federations
The influence of some aspects of a sport or organisation’s association or
affiliation with a world body can directly affect its ability to generate sponsorship
revenue – in particular through requirements that NSOs not have ‘conflicting’
sponsors to the international body.163 This is not limited to NSOs but extends
to matters such as the national team, events and venues.
Of more indirect effect on the sport or organisation’s ability to raise revenue
may be the international body’s competition rules and general policies. In this
respect, sports seeking to alter match formats (such as the length of matches or
to introduce ‘knock-out’ tournaments) or rules to make the sport more
attractive for television coverage or to attract particular segments of the
population (such as younger people) may have difficulty in the face of
opposition from their international federations.164 Similar problems may arise in
establishing more international events in Australia where many international
federations are seen to be more Euro-centred.165 Indeed, the introduction of
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Kerry Packer’s World Series Cricket in the seventies – which, we concede, was
a ‘break-away’ from the international federation – saw the introduction of many
changes to the international cricket format including one-day matches, night-
games under lights and coloured clothing all formulated towards improving
television appeal and coverage (on Packer’s own GTV 9 network).166 In
addition, WSC had its own ‘international’ teams, several of which were not
aligned with the relevant national body and one of which was a ‘World XI’
made up of players from several nations including South Africa.
4.4.5. Influence of Representative Bodies
In the case of Olympic sports, similar considerations to those set out in the
previous subsection 4.4.4 arise in the case of the Australian Olympic Committee
(AOC) which is protected under the Olympic Insignia Protection Act 1987 in
relation to the use of all Olympic insignia including references to the Olympic
Games. Thus, opportunities for NSOs to market their Olympic medal-winning
teams or individuals require AOC permission.167
4.4.6. Economic Conditions
That this factor will affect the revenue-raising capacity of sports and
sporting organisations is particularly poignant at the time of the worst crisis in
the world financial sector in many decades. In such times, sponsor corporations
are likely to reduce discretionary sponsorship and marketing budgets.168
Several respondents also observed that economic conditions have particular
effect on gate receipts, membership fees and merchandising:
[t]he sports believe the public is sensitive to increases in gate prices and
membership fees, particularly as sport attracts families and the cost of attendance and
participation in sport can be high for many families, especially when times are
tough…Likewise, merchandising tends to fall off when the economy is low.169
4.5. Factors Considered More Amenable to Governance Influence
In the following subsection, we identify variable factors relevant to
fundraising (such as management competency, knowledge, research, contacts,
etc.), that is, those factors that might vary from organisation to organisation but
are amenable to improvement through management intervention and
governance changes. 
The variable factors to be considered here are:
• Success of the Sport/Team;
• Membership;
• A Strategic Approach;
• A National Approach;
• Management Competence;
• The Role of the Board;
• Relationships between Sport and Sponsor;
• Reliability in Dealings;
• Reputation of the Sport;
• Ownership of Intellectual Property; and
• Promotion of the Sport.
Again, these will be considered in turn.
4.5.1. Success of the Sport/Team
In subsection 2.5170, we examined in detail that achieving on-field success
was an important determinant in revenue-raising and this was supported by all
interviewees. Here, too, Neale, Georgiu and Purchase identify success of the
team as the most important factor in a sporting organisation’s ability to raise funds
and that this factor could not be changed by marketing.171 A similar point is
made by Geldard and Sinclair172 and, separately, Shilbury, Quick and
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Westerbeek.173 Hanson and Gauthier refer more generally to the image of the
sport, team success and the entertainment value of the sport as important factors
in fundraising.174
At national level, all three sports recognised the importance of success, with
swimming and hockey emphasising success of the national team as the focal
point of fundraising and promotional success.175 At the state and local level, on-
field success was seen as more important in its own right but was also recognised
as having flow-on effects to membership, gate receipts, concessions and
sponsorship and in attracting players.176
However, on-field success was not a lone determinant in raising revenue, it
being affected by some of the invariable factors noted in section 4.4 above such as
a limited spectator base, difficulties in obtaining television coverage and the
influence of international federations and representative bodies.177
4.5.2. Membership
Respondents perceived membership of the organisation as an indicator of
success, not limited to fundraising:
…their interest being more in the growth and health of their sports and each has
as one of its prime objectives promoting and growing the sport (in membership
terms) in the nation…there is, nevertheless, a recognition that more members means
more funds from affiliation fees, better marketing and merchandising opportunities,
increased gates and possibilities for sponsorship based on promoting specific product
directly to members.178
Shilbury, Quick and Westerbeek recognise membership fees as one of the
major sources of revenue179. Berrett and Slack consider membership numbers a
key determinant of capacity to generate revenue (with television coverage)180
while Hanson and Gauthier refer to the popularity of the sport in this
respect.181 As noted in subsection 4.4.6 above (Economic Conditions), however,
the public is sensitive – particularly in difficult economic times - to membership
fee increases which therefore limit the ability to increase revenue in this
manner.182
At the national and state level, all the Pilot Project sports experienced
difficulties in increasing numbers183 while, at the local/club level:
[m]ost clubs accept that good club management, providing quality coaching,
good competition, a sound reputation and competent volunteers have a direct effect
on improving or retaining membership.184
Again, a flow-on effect of membership in relation to revenue-raising was
identified by interviewees:
…an extensive membership base provides opportunities for fundraising,
particularly through providing access to members for certain sponsors as well as better
prospects for merchandising but also through gate receipts and concessions.185
Thus, sports with smaller membership numbers were unlikely to extract
extensive fundraising from this source, but should still seek to maximise this area
by maintaining databases with detailed demographic breakdowns of information
which could be utilised by potential sponsors.186
4.5.3. A Strategic Approach
The literature gives more emphasis to the importance of strategic planning
in successful marketing than to any other factor.187 While recognising the
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importance of a strategic approach and for incorporating marketing strategies
into overall strategic directions, few references in the literature go on to link
strategic planning directly to governance. Ferkins, Shilbury and McDonald,
however, do recognise the role of the board in strategic planning as a central
factor of governance. They consider strategic planning to be weak in many
sporting organisations, finding that, as sport becomes more commercial, many
CEOs are caught between two imperatives, namely raising funds and servicing
members.188 Geldard and Sinclair stress the importance of strategies, including
marketing strategies, being signed off and monitored by the board189, while
Herman and Renz found that more effective organisations were more likely to
use correct management practices (such as strategic planning) than less effective
ones.190 Irwin and Stotlar found that five out of six professional sports in the
USA had established internal marketing or licensing committees or systems in
recognition of the need for a co-ordinated approach.191
Indeed, all respondents emphasised the critical nature of strategic planning
and a strategic approach to marketing and fundraising given the long lead-times
of corporate marketing budgets and the time necessary to develop sponsorship
proposals.192 In particular:
[t]here is also a recognition that sports successful at fundraising incorporate
marketing plans into their strategic planning, know how a sponsorship fits into their
overall plan and are able to evaluate its worth; and that a successful sponsorship sees
an integration of the marketing of the company and the marketing of the
sport…[and]…the need for sports to know clearly what products they had available
for exploitation, a clear idea of what their markets are and a clear idea how their
fundraising is incorporated into their promotional objectives.193
The Pilot Project Preliminary Report, however, recognises the difficulty
this presents for sports with limited budgets and resources.194
4.5.4. A National Approach
In relation to NSOs, all respondents emphasised that “[t]o maximise its
revenue opportunities a national sporting organisation must be able to deliver the
whole sport.”195 Indeed, sponsor-interviewees stressed that:
…they did not want to deal with a fractured organisation, where there was a
danger their recognition would be diluted or where rival sponsors might appear. The
notion of exclusivity is important and most sponsors want to be able to deliver a
consistent message through the sport while, obviously, the whole sport provides access
to a larger market than does part of the sport.196
In terms of the situation at state level, on a similar theme:
[a] number of respondents stressed that, in some sports, lack of unity is a major
problem with the states competing amongst themselves and with the national body
for sponsorship, while most national sponsors will not support a sport where there was likely
to be friction between state associations, because ‘segmentation fractures the market potential’.197
Thus the lack of a national approach in matters including the development of
a national brand or name, ownership of intellectual property, television rights and
rights to national events and championships were important factors hindering
fundraising. To achieve these ends often required constitutional changes among
the various associations at different levels representing the sport.198
4.5.5. Management Competence
Smalianov and Shilbury identify the major competencies required in sports
management in terms of marketing, which include establishing positive images
216
Social responsibility and sustainability in sports Francesco de Zwart and George Gilligan
194 Ibid, para [86], p 24.
195 Ibid, para [90], p 25 (emphasis added).
196 Ibid, para [91], p 26.
197 Ibid, para [92], p 26 (emphasis added).
198 Ibid, paras [92]-[94], p 26.
217
Sustainable Governance in Sporting Organisations
199 P Smalianov and D Shilbury, “An Investigation of Sport Marketing Competencies” (1996)
5(4) Sports Marketing Quarterly. The description of the references in the text and footnotes
199 – 201 are taken from the Pilot Project Preliminary Report, above n 137, para [99], p
28.
200 D Stotlar, Successful Sports Marketing, Brown and Benchmark, Dubuque, 1993.
201 Russo, above n 187.
202 Pilot Project Preliminary Report, above n 137, para [96], p 27.
203 Ibid.
204 Ibid, para [97], pp 27-28.
205 See above section 2.2, pp 175-178.
of the organisation, developing promotions, understanding a sponsor’s goals and
buying and selling media rights. While the authors do not make the further link
between these competencies and the role of boards in appointing the right
people, they clearly imply the importance of management competence in
marketing.199 Stotlar also implies the importance of management
competency200, while Russo states clearly that fundraising is a management
activity, that a successful organisation will integrate the management of its
fundraising activities with its overall management and that an organisation that
is not well managed will have difficulty raising funds.201
In the Pilot Project, the necessity of management competence was
perceived to extend beyond marketing and fundraising to the operational aspects
of the sport.202 In the case of sponsor-respondents, they saw:
…the competence of the sport as essential to a good commercial relationship,
and put emphasis on wanting to deal with staff that know their sport and are
reliable…One of the key things a sponsor looks for in a sport is its management
capacity and it is accepted by commercial respondents that the best managers have
real commercial experience, know how business works, understand what companies
are looking for and are aware that sponsorship is a commercial deal.203
Overwhelmingly, respondents emphasised the competence of the CEO in
understanding these issues in relation to sponsorship but the necessity for
management competence extended to government funding as well.204
4.5.6. The Role of the Board
As noted in section 2.2 above205, Ferkins, Shilbury and McDonald
recognise governance as critical as many sporting organisations move from
volunteer to more professional bodies.206 Shilbury examined nine roles of
boards (in which he includes fundraising), finding tensions between
predominantly volunteer organisations and commercial pressures. In his survey,
some 80% of managers and board members stipulated sports knowledge among
central competencies, while the need for and understanding of fundraising was
placed much lower.207 Geldard refers to the need for the board to be involved
in establishing a sponsorship strategy and to understand the real cost of
sponsorship so that it can be reflected accurately in the budget and incorporated
into the overall management of the enterprise. This study suggests that board
contacts can be helpful in opening doors and that the credibility of the board is
helpful in establishing the credibility of the organisation.208 Drucker states
unequivocally that the boards of non-profit organisations have ultimate
responsibility for fundraising, must develop plans for it, integrate them into
broader strategic plans and hire the right people to execute them.209
Pilot Project respondents saw the competency of boards as essential to good
governance and fundraising but differed on the board’s direct involvement in
fundraising:
[t]he corporate view tended to be that the board is important for the overall
guidance it provides to the sport, its essential governance role, which is seen to set the
whole tone of the organisation…, rather than the individual standing of board
members or the direct influence they can exercise in the commercial area.210
Respondents expressed views as to the need for the board members to:
• reflect a good skills, age and experience mix;
• act in the interests of the national organisation rather than to represent
their states; 
• have commercial experience and understanding in addition to sport
knowledge; and
• maintain contact with the grass roots of the sport.211
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The Pilot Project sports at national level distinguished between the roles of
the board and management. However, at state and club level, the Pilot Project
Preliminary Report recognises that:
…in smaller sports without professional staff…the involvement of board
members in management activity will, of necessity, be greater. Many smaller
organisations are held together by one or two active individuals who do everything
from chairing the board to selling raffle tickets and cannot afford the luxury of a
separation of powers.212
In other relevant observations, the sports themselves valued the contacts of
board members more highly than did sponsor-respondents, the latter placing
higher value on the competency of the CEO and staff in securing
sponsorship.213
Board competency presented problems at state and local level, these
organisations being more focussed on operational matters, such as running and
competing in competitions, state team selection and sport development and thus
often elected willing individuals without further expertise.214 But board
competency is an issue at all levels for many national organisations:
…boards are elected by the members, which are frequently the state associations
or, in the case of state associations, the clubs. As a result most board members, even of
national bodies come from the sport, because they are the people known in the sport
and perceived to be devoted to and therefore likely to be sound custodians of the
sport, its culture and traditions. This militates against the chances that boards will have
the broader knowledge and experience likely to make for a high level of commercial
competency.215
4.5.7. Relationship between Sport and Sponsor
Several commentators recognise that successful sponsorships require a good
fit between the interests of the sponsor and of the sponsee and that good
sponsorship arrangements involve long-term partnerships based on mutual
understanding of each others objectives and good communication.216 The point is made
that it is a commercial relationship and each must work to promote the interests
of the other.217
All sport and sponsor interviewees recognised that a close and continuing
relationship was essential for a sponsorship to succeed:
[e]ach must have clear and realistic expectations as to what each party is looking
for in the relationship. Sponsors want relationships in which the sport will work to
promote the sponsor’s needs and where each will be up front and candid, involving
constant communication…This means that the sport must understand clearly that
sponsorship is a commercial relationship and be clear about the properties it has
available and how these can fit with a sponsor’s needs. Simply viewing a sponsorship
as a way to raise funds was seen as short sighted…218
Thus, importantly, sports needed to service the sponsor continually and at a
satisfactory level – the difficulty of which depended on the size and resources of
the sport.219 Where even valuable sponsorships had been obtained on the basis
of board members with high level commercial/sponsor contacts, there was
difficulty in maintaining the necessary close and continuing relationship when
the relevant individuals left.220
4.5.8. Reliability in Dealings
Reliability and Reputation (see following subsection 4.5.9) are recognised
as important in the literature with a number of references to the need for the
sport to be untouched by scandal221, to be well managed and respected as
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sponsors do not want to risk their good image222, and perceived as competent
and credible.223 Russo states that an organisation perceived to be poorly
managed will have difficulty raising funds.224
Several respondents – particularly commercial – viewed reliability of the
sport in terms of provision of accurate information and performing its obligations and
commitments as a significant issue:
[i]n making sponsorship deals most sponsors rely heavily on basic information
(about numbers, demographics, supporters, etc.) provided by the sporting
organisation, but all big sponsors do their own research and are experienced about
the market. A sport which provided incorrect or exaggerated information
(particularly if discovered later) would prejudice its chances of securing
support…Likewise, sports that don’t deliver what they promise (in terms of the
coverage they can provide or on servicing commitments made) have difficulty getting
continued support…225
4.5.9. Reputation of the Sport
While this factor may have significant consequences for a sport’s capacity to
raise revenue, respondents saw it applying to any number of elements within the
sport:
[r]eputation might refer to the social reputation of the sport or views about the
standing and competence of the board or senior staff, or of its financial reputation.
There was a question of general reputation, in that commercial organisations will be
influenced by the reputation of the sport generally, particularly of its perceived
competence or reliability…226
Not surprisingly, sponsor-respondents were reluctant to sponsor sports with
poor reputations in relation to social issues or dubious practices.227
4.5.10. Ownership of Intellectual Property
Sport organisation and media respondents viewed this factor highly in
relation to revenue raising:
[i]t was seen as a distinct advantage for a sport to be able to control access to and
exploit its logos, colours, name and brand nationally, without conflict. This gave more
value to its property, as well as greater flexibility in exploiting opportunities for cross
promotion and leveraging…228
In terms of advertising control, the ownership of intellectual property by a
sports organisation allowed it:
…to control advertising so as to give good coverage to its sponsors as this
promotes the sport and gives more value to the sponsor by providing a larger package
of benefits.229
Thus, linking this to another (variable) factor, the ownership of intellectual
property can also be seen as a facet of the necessity for the national organisation
to be able to deliver the whole sport described in subsection 4.5.4.230
4.5.11. Promotion of the Sport
Promotion of the sport in the wider community was widely accepted as critical
by respondents:
[i]t is seen as good for the sport itself, in terms of attracting more members and
improving its general following and reputation in the community. It is recognised
that, without that wide appeal, its fundrasising opportunities will be
limited…[S]ponsorship and fundraising go together and feed off each other; while
exposure is necessary to secure sponsorship, sponsorship itself helps promote the
sport.231
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While accepted at the national level that “successful sponsorship requires
constant promotion”, state and local level promotion was directed to increasing
membership.232
4.6. Conclusion
Again, we must be guarded about our conclusions in relation to the Pilot
Project and its Preliminary Report. First, the results we have presented are
qualitative in nature and obtained by semi-structured interview. Thus, as is
specified in the Preliminary Report, no quantitative analysis has been undertaken
and so there is no statistical significance to the findings.233 In addition, the
qualitative analysis itself covered only three sports and, even then, only a small
number of representatives of each. The findings in relation to sponsors, media
and government represent the views of an even smaller number of
representatives. Thus, the findings are not sufficiently representative of any of
these groups.234
Subject to those caveats, we have identified a number of governance and
management variables which we hypothesise affect the capacity of a sporting
organisation to raise revenue. In subsection 4.4, we identified a number of
invariable factors affecting a sport’s ability to raise funds but which are not
amenable, or are less amenable, to improvement through management
intervention and governance changes: television coverage; the size of the public
support for the sport and the size of the sporting organisation; legislation and
government policy and conflicting responsibilities, the influence of international
federations; the influence of representative bodies and general economic
conditions. 
Following the review in subsection 4.5, we (again) hypothesise that the
variable factors relevant to fundraising - that is, those factors that might vary from
organisation to organisation but are amenable to improvement through
management intervention and governance changes – are: success of the
sport/team; membership; a strategic approach to marketing and fundraising; a
national approach to delivery of the whole sport; board/management
competence and mix of skills; the role of the board in governing the
organisation/sport and appointing a competent CEO; an open relationship
between sport and sponsor; reliability of the organisation in its dealings and its
reputation; ownership of intellectual property and promotion of the sport as a
whole.
The Pilot Project Preliminary Report concludes with a reminder for
Australian sports:
Their successful implementation will not alone guarantee that a sport will be
successful in fundraising. A sport that is not attractive for commercial television or that
does not have a significant membership will possibly never be able to raise high levels
of funding. And it must be recognised that most sports in Australia probably fit into that
category. There are, nevertheless, many opportunities available for fundraising at a lower
level and a sport’s ability to maximize its opportunities will undoubtedly be influenced
by its governance structures and the competency of its board and management. 235
In Commonality Table 3.2.2 of this chapter, we identified with regard to
sport some themes which have traversed sectoral boundaries to become what
we submit are totem poles of governance and key indicators in codes of good governance
across different countries and industries. This Table is reproduced here:
No Table 3.2.1 Reference Common Governance Variable
1 2.iii, 4.iii, 5.i, 6.iv.g Timely disclosure of material information
2 2.iv
2.iv.a Questions and voting in meetings including re:
a. appointment/removal of directors
3 3.i, 4.ii Ability to bring action for breach of
shareholder/member/stakeholder rights/disputes; 
effective grievance procedure
4 3.v, 6.iv.e Interested or conflicted director disclosure
5 4.i, 6.iii Identification, consultation and participation of stakeholders
6 5 Access/transparency/timeliness of disclosure of information
7 5.i.e, 6.iv.b Governance codes/policies
8 6.ii Fair and ethical decision-making; corporate social responsibility
and codes of conduct
9 6.iv.d Principal Responsibilities:
Fair and open election of directors
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No Table 3.2.1 Reference Common Governance Variable
10 6.iv.f Principal Responsibilities:
Reporting, audit, financial/operational control, 
risk management
11 6.v.b Independence from management
Responsibilities of Board subcommittees delineated 
and disclosed
12 6.v.c Independence from management
Distinguish/specify Board and management roles and protocols
13 6.vii Competency/experience and skills of directors
14 6.xiii Term of Office
15 6.xxii Specify board meeting procedures
The findings of the Pilot Project reinforced the importance of many of
these factors and six key governance indicators from Parts 2 - 3 of this chapter
found particular resonance amongst participants in the Pilot Project. Several of
these key governance indicators were also found to be inter-related. The relevant
key governance indicators were:
• identification, consultation and participation of stakeholders;
• access to and timely disclosure of information;
• fair and ethical decision-making, corporate social responsibility and
codes of conduct;
• principal board responsibilities;
• competency/experience and skills of directors; and 
• that board and management roles be distinguished and specified.
First, the identification, consultation and participation of stakeholders is a strong –
indeed, probably the strongest - theme which intersected or underpinned many
of the various factors identified as important for fundraising. It was emphasised in
relation to the growth of the sport in terms of members, participants, spectators
and the supporter base. This was relevant at all levels and, more particularly, as an
important element to secure live and free-to-air television coverage. At the
national level, a long-term partnership and open relationship with major sponsors
involving continual servicing of the interests of the sponsors was seen as being of
critical importance to maintaining sponsor support. Relationships with
international federations and representative organisations and government were
also identified as important stakeholder factors at the national level. 
Second - and critical to the first indicator in terms of a long-term and open
relationship with sponsors - was access to and timely disclosure of information:
Sponsors want relationships in which the sport will work to promote the
sponsor’s needs and where each will be up front and candid, involving constant
communication…236
Similarly, we identified that commercial/sponsor respondents viewed
reliability of the sport in terms of provision of accurate information as significant:
A sport which provided incorrect or exaggerated information (particularly if
discovered later) would prejudice its chances of securing support…237
The third key governance indicator was fair and ethical decision-making,
corporate social responsibility and codes of conduct. The Pilot Study identified that
critical to a sporting organisation’s ability to raise revenue was its reliability in
dealings and the reputation of the sport. In line with the literature, sponsor-
respondents sought to avoid associations with sports which tarnished their own
reputations and were reluctant to sponsor sports with poor reputations in
relation to social issues or dubious practices.238 Thus, this third key governance
indicator is critical to the long-term sustainability of a sporting organisation at
least in terms of such a revenue source. 
Fourth and fifth, principal board responsibilities and competency/experience and
skills of directors were recognised by participants in the Pilot Project as significant
variable factors in the role of the board. Respondents saw the competency of the
board as essential to both good governance and fundraising and saw it as
fundamental that board members should:
• reflect a good skills, age and experience mix;
• act in the interests of the national organisation rather than to represent
their states; 
• have commercial experience and understanding in addition to sport
knowledge; and 
• maintain contact with the grass roots of the sport.239
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Significantly, too, the Pilot Project respondents identified board competency as
a problem at all levels of sporting organisations in Australia. 
Related to the fourth and fifth key governance indicators was the sixth key
governance indicator - that board and management roles be distinguished and specified.
In the case of management roles, management competency was similarly seen as
an important variable factor affecting the capacity of a sporting organisation to
raise revenue. In the Pilot Project, the necessity of management competence was
perceived to extend beyond marketing and fundraising to the operational aspects
of the sport240 while sponsor-respondents saw management competency as a
key factor in undertaking a sponsorship.241
The results of the Pilot Project support the argument that all of these six
key governance indicators discussed above are in combination crucial in
nurturing and sustaining substantive revenue generation and sustainability
relationships in Australian sporting organisations. This hypothesis and others
related to good governance and sustainability linkages in Australian sport are
being explored in ongoing research by the authors with the Australian Sports
Commission. However, the core themes of this chapter are not limited to
Australian sport. We would suggest that they would have traction in sports in
other jurisdictions and indeed one might hypothesise in most contexts, not just
sporting ones. We support the proposition that there is a need for larger better-
resourced research projects which could generate more empirical data to
facilitate econometric analysis that in turn might indicate the specific strength
of governance factors: sustainability relationships, in both individual and
multiple combinations, across a range of sectors.
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Community sport is the heart of any sport system in any nation in the
world. It is the first point of contact for the development of sportspersons. Also,
importantly, it is the site for the delivery of many social values which engender
personal or human capital and, it is argued, that generate necessary levels of
positive community life. It is the point of origin for elite athletes, for the wider
well-being of members of the wider community, and more recently for many
neo-liberal social programs.
Local sport clubs have sustained operations and delivered sport for their
communities since the mid nineteenth century. In many countries worldwide,
local, community-based sport is organized through clubs, leagues, and
associations that evolved from and are examples of the British club-based system
of amateur leadership, governance, and management. From de Coubertin’s
International Olympic Committee (IOC) to the smallest local club, these
volunteer-based sport organizations (VSOs) provide a base for the sustainability
of all sport, at all levels of opportunity and delivery. This is a key point to
remember throughout this analysis. 
These VSOs are fundamentally based on the altruism and a modernist prouesse-
based patronage (MacAloon, 1981) of the volunteers who form these clubs. These
loosely are forms of “noblesse oblige” or of social responsibility that derive from and
largely describe why the human capital involved in the time honoured practices of
sport development and organization continue. That is, of its sustainability; especially
for those volunteers involved in “serious leisure” (Stebbins, 2009). This nominally
“amateur”, avocational, non-material notion of sport delivery practices and processes
is also a key factor for social and State attention to the social institution of sport.
Sport is not only described as a social institution, but at the institutional
(policy, political, government) level sport is seen as a valued and valuable
institution through which individuals and civil society prosper. The focus on sport
values is extant (e.g., Mulholland, 2008) and therefore has major policy
implications. This can particularly be seen in nation-States with sport delivery
systems based on “welfare-state”, or embedded liberalism (Harvey, 2005),
programs: Which posits an interesting juxtaposition if not a contradiction of
welfare-statism and neo-liberalism in terms of historic State provision of sport.
Sport therefore has an important societal role that has been widely acknowledged,
promoted, and used by the State, despite shifts due to the neo-liberal doctrine.
While an argument for market failure could be made, all sport, community
to elite, was not seen as a field for government intervention and policy
development until the end of the Second World War. State socialist and certain
Western countries with strong state-welfare regimes began funding sport from
this time. For the former countries sport was an element of the overall ideology
of society, for the latter most often as a health and social control issue. It was in
the 1960s and 1970s that certain Western countries started instigating formal
sport systems with State funding. These were, however, more often a result of
moral imperatives than of market failure, as aside from the recreational, health,
and social control variables, their results in the Olympic Games and other major
sport events were embarrassing for so-called developed capitalist countries.
As market failure does not hold strong, direct salience in understanding the
funding or viability of community sport, the intervention of the State
nevertheless did result as positive externalities and public goods arguments are
viable. In fact, positive externalities for the health and social benefits ensuing
from sport are clearly part of this rationale. The ideas of social control, social
cohesion, and social capital being improved through the neo-liberal agenda
indicate ways in which the State expanded, rather than reduced, its involvement
in recent years. It also lead to greater pressures on VSOs to deal with the
changing agenda and reduced State funding. More of this is discussed below. 
In terms of public goods, there is a wide literature on public provision of
both public and private sport facilities and tax and other compensation for
professional sport franchises in many cities. In spite of this funding, community-
based development sport does not receive the full costs of its operation.
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Community sport endures in spite of broader social, political, economic, and
ideological variations. There is much in the historical basis of community sport
that sustains it across time. 
Overall, therefore, the focus of this paper is on what Doherty and Mizener
(2008) label community sport organizations (CSO); which are in fact VSOs.
Their definition of these organizations is that they are “a substantial fixture in
our communities, characterized by networks of individuals who come together
to volunteer their time for community sport, [and] are non-profit, voluntary,
organizations that provide many of the recreational and competitive sport
opportunities [which] constitute the grassroots level of a sport system” (p.114).
The sustainability of these organizations is essential for the future of sport
throughout the world. A key focus of this paper is to observe changes wrought
by the neo-liberalist hegemony on community sport and how these effects have
or will have to be managed.
After more that 20 years of neo-liberalist globalization and with the current
global financial crisis (GFC) community sport has been affected. The purpose of
this paper is to theoretically understand how expectations of and pressures on
community sport have evolved. Many debates around the concepts and theories
employed to critically analyze sport under the GFC and neo-liberalism exist. The
concepts of community, social capital, and sustainability are used in this analysis.
Therefore, to understand the future of community level sport and its sustainability
we must forage through these concepts to begin to make claims for the future.
This future and the possibilities for community sport follow a theoretical
argument that identifies, as best as possible, the above concepts and their
interrelationships, to then discuss volunteering, and finally the economic and
policy developments underlying community sport. Sport as an institution is held
out to be capable of delivering many social benefits, fulfilling many policy
directives, while operating on the “smell of an oily rag”. At the community level
of sport this poses more challenges and capacity demands on overburdened
voluntary sport organizations. In the end, a seemingly twisted discussion
indicates there is much hope for the future of community sport.
Into the Theoretical Morass!
Introduction
As is normal in academic work, there is considerable debate about the
definition, nature, measurement, and application of concepts and theories. The
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concepts of community, social capital, and sustainability exemplify this debate.
The debate around these three concepts is necessary for the discussion that
follows. As the conceptual pieces, it is argued in the literature, are intertwined
and concomitant with the topic of sustainable community sport, they must be
identified and linked not simply because they are but because a total picture is
only possible through this process. 
Civil Society, Community, Community Development
The first premise from which we begin is with the existence of civil society
where a particular type of economic organization (capitalism) and related types
of social relations (superstructure of relations and organizations) exist. We can
identify this particular type of civil society as the arena of community. It is also
here where non-profit “third sector” or non-governmental organizations
(NGOs) operate, such as sport organizations. It is organizations in this sector that
the social capital literature focuses upon; however, other key ontological
locations where the five elements of social capital (networks, norms, trust,
reciprocity, social agency) are developed include families, community
organizations, neighborhoods, and workplaces.
There is an extensive body of literature on the concept of community, along
with a considerable history of debate over its definition and operationalization.
This author too has produced articles that add to this debate (Skinner, Zakus, &
Edwards, 2005; Zakus, 1999). Objectively, communities are a geo-spatial
configurations with particular demographic features. Subjectively, they are
“marked by deep, familiar, and cooperative ties between people that often
involve a high degree of personal intimacy, moral commitment, social cohesion,
and continuity in time” (Skinner, Zakus, & Cowell, 2008, p. 255). 
Community organizations and neighborhoods are “places” where sport
builds and adds to personal identity, extends a sense of community, and diffuses
cultural values and norms. Community organizations enable people to become
active citizens within civil society. There is a wider literature of the sport/social
capital relationships in the United Kingdom (UK), much of it critiquing Third
Way interventions (cf. Skinner, Zakus, & Cowell, 2008 for some of these
studies). In Australia similar studies of this relationship exist (e.g., Atherely, 2006;
Tonts, 2005; Tonts & Atherely, 2005; Townsend, Moore, & Mahoney, 2002;
Zakus, Skinner, & Edwards, 2009). Overall, as Coalter (2007b) notes, much of
this work can be criticized as evaluation of often poorly designed research with
difficult to understand outcomes (see Chapter 3 in particular). 
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Again, we can begin with Woolcock’s (2001) assertion that “social capital
scholarship per se is surely on the safest ground when it speaks to community
development issues” (p. 81) and is especially important as the social science
literature is beginning “to generate a remarkable consensus regarding the role
and importance of institutions and communities in development” (p. 78). This
scholarship must, however, acknowledge that “for social capital to make sense as
a concept in a market economy, then networks, formal or informal, must operate
in the competitive realm of market relations” (DeFilippis, 2001, p. 793), even for
those who have little hope or ability to compete in a neo-liberal marketplace.
DeFilippis further adds that “we need to construct social networks that are truly
win-win relationships for people… while building on already existing social
networks and relationships” (p. 801) in all sorts of communities. 
Writing on an inner-city project in London England, Mawson (2008) wrote
of “social entrepreneurs”1 who used existing social capital of community members
as assets rather than using a deficit model of individual biographies and
community capacity. The strength of sport is that it has existing networks of “social
entrepreneurs” within already existing social networks and relationships found in
sport organizations. In other words sport volunteers exemplify sound community
development practices. Further, a case could be made that sport volunteers of all
types are social entrepreneurs that operate community sport organizations as assets
to develop and build community capacity, and therefore sustainability. This
direction rather than that of “community-capacity building” (CCB) is important. 
Craig (2007) critiqued CCB and its premises. He took issue with the direction
of the capacity building. Was it to build human capital capacities or was it to build
communities that could build social capital? Craig viewed that a focus on the latter
and concomitant government based initiatives or involvements as being top-down,
not clearly dealing with the issues in those localities, wasteful of human resources
in the target communities, being ideologically-driven, and promoting current social
inequalities (i.e., perpetuating the status quo). He argued that such CCB programs
do not connect with the communities for which they are identified. 
CCB becomes ideological as funding sources contain directives that seek to
overcome deficiencies due to the reduction of state welfare policies and
programs, but it actually works against local level collectivization and knowing
what needs to be done. Craig argued that “communities have skills, ideas,
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1 We couch this acknowledgment of social entrepreneurs and Mawson’s fine community
capacity and social capital building while pointing to the inequalities and structural issues of
the wider neo-liberal agenda. The underlying issues remain and programs such as Mawson’s
are local, limited examples of how to deal with the material inequalities.
capacities” in its collective agency that can be actuated to develop goals and
programmes, at the local level, rather than through policies being imposed from
above by the State and is agents. Finally, and most importantly, he critiques CCB
as being “based on the notion of communities being ‘deficient’—in skills,
knowledge, and experience” (p. 352): these communities therefore requiring
guidance from above, which he claims is “a nice form of blaming the victim” (p.
352), while reducing the power and resources through which local community
organizations could actually further their own self-directed development. What
this also does is to dis-acknowledge and belittle the strong characteristics and
capacities of volunteers, both as individuals and as a collective agency.
Would community sport been sustainable for as long as it has been if such a
deficit model operated more widely? Certainly policy interference is an issue in
community sport sustainability, but not in its continuity. There are communities in
which sport is used as a community development focus and as a way to reduce deficits
(market failure). Yet another contradiction appears here. Coalter’s (2007a) critique of
broader policy initiatives that attempt to use sport and sport clubs as “altruistic welfare
organizations” (p. 551), which is a burden and a poor context for the delivery of
programs seeking to rectify systemic social issues, as it adds another layer to the task
and promise on community sport: tasks it is not prepared to deal with. Further
discussion of this idea follows below, but it seems odd that policy makers do not seem
to connect to the very communities they guide. Policy makers, often far removed
from target communities, provide generic models and programs that might clearly
not deal with let alone rectify the social issues it seeks to address.
Vail (2007) made this claim in her process for implementing new sport
programs in communities. She emphasizes the points raised above by Craig and
additionally offers a “traditional” community sport development process. Vail
argued that a sustainable sport-based community development initiative requires
four key elements. The first relates to community selection, in particular that
community’s “readiness” and capacity to change. Second, there is the need for a
community catalyst(s)/champion(s) to provide process leadership, rather than
the typical de facto hierarchical leadership normally seen. Third, there is the need
to build a cadre of collaborative group/community partnerships, or community
fields (Barraket, 2005) from a wide cross section of people and organizations
who share a vision and have the capacity to achieve that vision through true
collaboration and true shared decision-making. That is, to identify, employ, and
extend the assets of a particular community. And finally, there is the need to
promote sustainability through the community development processes. In all of
this we see a mix of agency and structure as well as both bonding and bridging
social capital being promoted, and in Vail’s example to success. 
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These elements point to other variables that can be measured to understand
sport social capital, to deliver through a community development process, and
ensure sustainability, but that this must be done in a holistic way. Vail argued
against the traditional, status quo “sports programming” approach, where
programs are dropped-into settings without a full, proper needs assessment in
the target communities, the use of generic, global “off the shelf programs” and
marketing, and delivering programs in short-term episodes without ensuring
the people and other community-based resources are properly developed. I
would add that poor evaluation and organizational feedback loops are also
missing (Argyris & Schön, 1980) leading to poor feedback and organizational
learning. That is, they again often miss matters of sport sustainability and true
adherence to community development models. 
In terms of sustainability Vail (2007) argues that “the fundamental element
of all community development initiatives is about people helping people improve
their life conditions by addressing common interests” (p. 572, emphasis added)
which closely aligns with Lawson’s (2005) claim for empowerment and
community development specialists. Lawson posits 17 points, that align with
Vail’s, for the “social work” of sport, exercise, and physical education (SEPE)
professionals to act as engaged community builders and to contribute to
sustainable community development through “empowerment-oriented
community development… to describe plans and activities for building, and re-
building, local institutions and neighbourhoods structures” (p. 158). That is,
building sustainable human and social capital is fundamental to improved living
conditions: And empowerment. This is further discussed below.
Many argue that community development equals sustainability when the
process is allowed to operate as it should. Sustainability, as we have identified it so
far, is having and then using the knowledge, skills, ideas, and capacities of the
human capital (volunteers in particular) and of the collectivity to deliver necessary
social programs in their communities across time. Generally, community sport has
these capacities and, for the most part, practices the community development
processes to some degree. Social capital formation is used by some groups as an
example of community development; however, a further discussion of this link is
required for understanding and is provided in the following section.
Social Capital
Why social capital? Why enter such an open debate? To begin, we re-state
Marx’s (1977) starting point for social analysis. In the German Ideology he posited that 
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the premises from which we begin are not arbitrary ones, not dogmas, but real
premises from which abstraction can only be made in the imagination. They are real
individuals, their activity and the material conditions under which they live, both
those which they find already existing and those produced by their activity. These
premises can thus be verified in a purely empirical way. (p. 14)
Several points follow from this research argument, and align with the
current social capital thrust of research. 
First, as DeFilippis (2001) noted, “for social capital to have any meaning, it
must remain connected to the production and reproduction of capital in
society” (p. 791, emphasis in original); that is, on the material conditions of life
(including those productive activities labelled non-productive or non-material
in normal political economy analyses). Second, and inline with Leonard and
Onyx (2004) who stated that, “we can therefore conclude that social capital is
an empirical concept” (p. 13), we can suggest this concept can assist researchers
to understand the current material reality of individual, community, national,
and global life. Third, and to restate Mills’s (1959) premises, possession of a
sociological imagination is important.
Mills argued that “the sociological imagination enables its possessor to
understand the larger historical scene in terms of its meaning for the inner lives
and the external careers of a variety of individuals.” (p. 5), which “enables us to
grasp history and biography and the relations between the two within society”,
and that is the “task, promise, mark of the classic social analyst (p. 6). The focus
on history and historical change processes is most often missing from social
capital analyses. Further, as Mills encourages, any “social study that does not
come back to the problems of biography, of history, and of their intersections
within a society has completed its intellectual journey” (p. 7). These premises
flesh out those of Marx noted above. But Mills adds more of import to this
argument.
In a key contribution to social analysis, Mills posits that “perhaps the most
fruitful distinction with which the sociological imagination works is between
‘the personal troubles of milieu’ and ‘the public issues of social structure’” (p. 8),
an essential feature of this research gestalt and of a classic approach to social
science. In other words, fruitful research must not also include history, but also
deal with the micro/agency and macro/structural dialectic.
Woolcock and Narayan (2000) acknowledge this:
So there is an inherent sort of dialectic by which macro institutions and micro
communities interact with one another. If we have view of social capital that is always
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focussing at this micro level, then we fail to understand that a great deal of what is
going on down here is very much a product of what is going on up here. So, figuring
out how to reconcile top-down and bottom-up is one of the key policy and
intellectual challenges associated with the social capital agenda. (p. 18)
Patulny (2004) also notes the macro/micro debate. He wrote that the “primary
macro-social influences most relevant to social capital: materialism, inequality,
changing family structure and household dynamics, and the clash of civilizations
and culture” (pp. 19-20) must be understood when using social capital as an analytic
concept. That is, social issues of public structure and individual troubles of
biography are central to understanding VSOs and CSOs. I argue that this
imagination is missing from current approaches and thinking in academic circles.
More directly, Robert Goodland (2002) posits that “social sustainability
means maintaining social capital” (p. 1), so we must further discuss social capital.
Many have argued that the World Bank, which is (was) Goodland’s institutional
location, amongst other global organizations and political leaders, promulgation
of social capital becomes “as a vacant category that veils behind it the illicit
smuggling of the ongoing agenda of neo-liberal capitalism” (Law & Mooney,
2006b, p. 253), while adding to the “disciplinary ‘colonizing’ of social theory by
economics” (Law & Mooney, 2006a, p. 128). This can be taken as the polar ends
of the (ideological) debate over social capital. What is interesting is that Law and
Mooney do hold theoretical value for social capital.
This positioning is strongly supported by the economist Spies-Butcher
(2006) in his analysis of economic theory and of the wider social capital debate.
Perhaps this is why both the political and ideological left and right can embrace
social capital in the public, policy, and academic domains. In this analysis, this
seemingly contradictory position of social capital must be acknowledged and
worked around. For social capital is a key concept in the argument for the
sustainability of community sport.
What is not proposed here is to even begin to outline the intellectual
heritage of social capital and present a review of the “Big 3” (Bourdieu,
Coleman, and Putnam) as so many do when using this concept: Halpern (2005),
Field (2003), and the OECD (2001) do this very well. Rather, I wish to present
a position on social capital that permits us to add to the critique of current
policy issues. But there are issues and provisos to the background.
In terms of issues, there is an extant literature pointing to the misuse,
shortcomings of, and the ideological basis of social capital. Quibra (2003), Portes
(1998, 2000), Spies-Butcher (2006), Patulny (2004), and DeFilippis (2001),
amongst many others, provide arguments on the misuse and shortcomings of
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social capital. Spies-Butcher’s (2006), in his doctoral dissertation, makes clear the
economic basis of social capital as an empirically derived concept that emanated
from rational choice theory in economics: Features that are linked to, he argues,
methodological and normative colonization of social theory by economic
theory through concepts of individualism and the market. 
In terms of ideological issues, arguments by Law and Mooney (2006a,
2006b), Fine (2001), Bourdieu (2009), and especially Klein (2007) providing the
strongest critiques of social capital through its link with neo-liberalism. The
elements of import in this paper surround the theoretical brouhaha around
individualization, the decline of the welfare-state policies and programs, and the
overly strong focus on market rationalization. As noted above the micro/macro
issue points to the neo-liberalist theoretical position of free market
individualization of consumers. This focus on the individual, it is also argued,
breaks down the collective features of society such as unions and Keynesian
based welfare-state programs, not to mention “collective agency”. Both of these
arguments also raise interesting contradictions when we discuss community
level sport and how broader government policy has changed. Finally,
community level sport has been affected by market forces and by government
withdrawal from certain societal provisions. This is most evident in user-pays
schemes and other policy derivatives (e.g., CCT and Best Value models in the
UK) and in the overall lack of new sport facilities as public goods.
Sport is widely identified as both a merit good and a public good with
positive externalities. This policy focus for sport emanates from State
identification, as noted above under welfare-state schemes, of the need for health
related physical activity, for socialization and positive social interactions, and for
social control. However, through what David Harvey (2005) calls “accumulation
by dispossession” many public good provisions of, for example, sport facilities
were privatized and some new facilities financed by public/private joint
ventures. With the need to generate profits user-fees were extended to levels that
excluded many users, both as participants and as spectators, thereby reducing
social inclusion that sport is to alleviate under current ideological premises.
While this was occurring many governments reduced funding for public
sport facilities resulting in demand being greater than supply, in times when
many governments seek to expand physical activity to improve the health of
populations, to reduce diabetes and obesity, and to reduce health care costs. This
is also a key issue with community sport to the point where some sport clubs
and leagues cannot expand to provide sport for all persons seeking sporting
opportunities. Contradictions abound in all of this, but a key issue remains
below the surface. How can possible social unrest be arrested or alleviated due
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to the GFC wrought by neo-liberalism? Many argue that social capital is a new
form of social control, thus making the social capital a key concept in policy
provision from yet another perspective.
Returning to the provisos, we first acknowledge Woolcock’s (2000)
argument that “social capital has been defined in many different ways and in fact
one of the criticisms of social capital is that it has been defined in so many
different ways that it has become all things to all people and, because it is all
things to all people, therefore it is nothing to anyone” (p. 17). In other words,
social capital is a contested concept, but it has saliency across a broad range of
disciplines and inherent possibilities for advancing multi-disciplinary social
science analysis and, potentially, policy initiatives.
Woolcock (2001) further provides us with starting premises; “human capital
resides in individuals, social capital resides in relationships” (p. 69). This sets out
his working definition of social capital: first, it “refers to the norms and networks
that facilitates collective action” (p. 70); second, “any definition of social capital
should focus on its sources rather than its consequences, on what it is rather than
what it does (Edwards and Foley, 1997)” (p.71, emphasis in original); and,
importantly, third, “the best and most coherent empirical research on social
capital, irrespective of discipline, has operationalized it as a sociological variable” (p.
71; emphasis in original)—which also responds to “left” attacks on social capital
being a way for economists to bring back the social within the hegemony of
neo-liberalism. Finally, Patulny’s (2004) notes that the above elements relate to
major theoretical aspects of social capital in relation to its three main component
parts. These three parts are values including trust, networks including associational
membership, and practices such as volunteering. Typically, these three cluster into either
bonding or bridging categories. (p. 24; emphasis added)
These are key elements of the collective agency of sport social capital and
rightfully should be the focus of policy.
However, to deal with systemic, structural social issues (poverty, racism,
sexism, youth at risk, indigenous populations, health and education access,
diversity, social exclusion, etc.), resulting from economic conditions that prevail
or that are negatively abetted by ideological pressures such as neo-liberalism and
the decline of welfare-state programs (Harvey, 2005; Skinner, Zakus, & Cowell,
2008), become key State policy issues seeking alternate policy and program
delivery modes with less direct State or government financial involvement.
As discussed above, Harvey (2007, p. 160) argued that “accumulation by
dispossession”, which includes a processes of privatization and commodification
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of everything, including social welfare provisions to open up new fields for
capital accumulation, leave old policy programs operationally, substantively, and
ideologically bereft. Policy issues are more ideological and more based on top-
down and expert driven models, which are not proving viable under neo-liberal
State praxis (see Skinner, Zakus, & Cowell, 2008 for further arguments on this
position). Yet, social capital is a catchword for much current government and
policy foci.
Where does this take community sport and its contribution to social capital
and sustainability? Woolcock and Narayan (2000) provide a starting point here in
that “social capital is about asking people to be more participatory and forming
partnerships in the way that they go about the policy-making process” and
getting communities to be explicit about the kind of community that they want to
live in, setting up some benchmarks that and then producing and publishing these
things on a regular basis encourage citizens to become regularly actively engaged in
the deliberation process (p. 19); 
that is, action around empowerment and community practice as described
above. This very much focuses discussion on policy setting and governance. It
was noted above that the neo-liberal agenda of less government involvement in
the provision of social programs contradicts the point of policy being top-down
and having State input. The State cannot stay out of this activity. Governance, or
letting people look after themselves and run things for themselves, also exhibits
the contradiction of the agenda. Therefore, as Woolcock and Narayan argue,
“one of the key policy implications that comes out of this is figuring out how
we can harness or mobilize the social capital that resides within people’s bonds
as a way of extending and incorporation these social networks over a more
spatially diversified range” (p. 19) of substantive social issues, in ways that build
positive community capacity and bridging social capital.
How does the policy community see social capital as a focus for their work?
The Policy Research Institute (PRI, 2003) in Canada, for example, in their
discussion of community development state that “collective social capital,
community development and the social economy are sectors that the federal
government is increasingly focusing on to find solutions adapted to the
problems of local communities” (p. 26), or a top-down approach. This institute
produced a massive report on the value and necessity of social capital as a
guiding framework for policy development. The report also went, ad nauseam,
through the usual background on social capital, and the many promised
outcomes of its use as a policy focus. But Canada is not alone in this goal.
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What then do we need from social capital to complete this analysis? Social
capital is “a way both to describe and understand community well-being”
(Western, Stimson, Baum, & Van Gellecum, 2005, p. 1096); a “broad term
encompassing the norms and networks facilitating collective action for mutual
benefit” (Woolcock, 1998, p. 155); a way to identify social structures or social
networks; and the norms governing behaviour in these social structures or social
networks” (Western et al., p. 1097). The Western et al. study, to date, also provides
the cleanest and easiest to follow definitional and empirical study. 
In terms of measurement, “a two-dimensional construct: one structural, the
other normative” with a number of sub-elements is promoted. Measurement of:
formal and informal structural dimensions of a network that measure attributes of
size, capacity, openness, homogeneity, and density; and normative dimensions that
measure norms governing network behaviour related to trust, unity, and
reciprocity, in informal networks that have particularized trust (trust for strangers)
and generalized trust (trust for police, government, etc.) are most widely promoted
(Western et al., 2005; cf. Leonard & Onyx, 2004 who have been on the forefront
of empirical measurement of social capital). In terms of research on community
sport organizations, three widely agreed types of social capital emanate.
Woolcock (2001) described these as bonding, bridging, and linking (or
embedded) social capital. Bonding social capital is “essentially the relationships
that you have with people who are like you… people you can turn to in a
crisis”; that is, it refers to the internal dynamics of a network (measured by size,
capacity, homogeneity, and openness). Much of the literature points to this type
of social capital in sport clubs, which leads to strong identity and cohesion
amongst its members, but excludes the use of this social capital for those who
are not members.
Bridging social capital refers to the “links to people who are not like you,
people from a different socio-economic status, age, race or ethnicity” (p. 19)
groups. It refers to the density of networks and their capacity to draw on other
networks, or the external connectedness with the wider communities. Here,
how a sport club exists in the wider community would be studied in terms of
its connections with other sport clubs, other service clubs, schools, and
businesses. This is what Barraket (2005) identifies as the “community field”
which are seen as the emergent “enabling structures and systems to support
sustainable community development… for collective action that cuts across a
range of specific social fields, or interest areas” (p. 72, 78).
Finally, linking social capital refers to “the relationships that your people
have with those in positions of power” (p. 19), which is special cases of bridges.
Linking social capital is measured by the number and strength of the bridges
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community organizations have with authoritative organizations (e.g., local
government agencies, police, church), through external and vertical links.
Studies of sport and sport clubs show evidence for these three types of social
capital to various degrees and strengths.
In the end we arrive at putative truisms. Sport it is argued is an important
social institution that contributes to social capital formation. Further, for policy
makers sport is seen as a site for enabling social inclusion and for building social
cohesion, although while this has been empirically tested it is often an a prior
claim. In the end, social capital, social inclusion, and social cohesion are seen as
concomitant outcomes of civic renewal through community engagement, if not
as truisms or as tautologies, then certainly as ideology. Nonetheless, sport has a
role in community development, which leads to sustainability and enhanced,
positive social capital.
Social (Community) Sustainability
Dale (2005) noted that up to 2005 there were “more than 1,200 definitions
of sustainable development” and probably more for social capital (p. 15).We can
add, from Littig and Griessler (2005), that “social sustainability concepts show
that the selection of indicators frequently is not founded in theory but rather in
a practical understanding of plausibility and current political agendas. . . . [and]
is also due to the fact that a clear theoretical concept of social sustainability is
still missing” (p. 68). Again we have a widely debated and strong current focus
on a concept, one that is a concern for all organizations, especially under global
warming and climate change environmental issues.
Also, and again, we see the same research issues arising. Dale (2005) argues that
Finer discriminations can lead to losing the integrity and essence of a concept
in our attempts to define, measure, and quantify the indefinable, the immeasurable,
and the very things that may be the most critical for life. Reconciliation implies
equally valuing the quantitative and qualitative, a dynamic balance of knowing when
and what to measure, and what is immeasurable (p. 15).
In the end, what is evident from the literature is that humans need to be
much more aware of our natural capital/environment, as well as the human,
social, and economic aspects of our life on earth.
Under neo-liberalism the economy has taken priority over the social and
certainly the environment. The movement away from a single bottom line of
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economic, or more specifically financial, sustainability to a triple bottom line
goal that is now mooted has taken much effort and such thinking has a way to
go. A visual representation of community has three concentric circles: the
economy exists within society, and both the economy and society exist within
the environment (see Figure 1), again as it should be, with the economy being
a sub-element of society.
Within the above figure, the following by Littig and Griessler (2005) add
further to this concept when they state that “social sustainability is not only an
analytical but also a normative concept” and social sustainability is a quality of
societies. It signifies the nature-society relationships, mediated by work
[economic aspect], as well as relationships within the society. Social sustainability
is given, if work within a society and the related institutional arrangement
• Satisfy an extended set of human needs [and]
• Are shaped in a way that nature and its reproductive capabilities are
preserved over a long period of time and the normative claims of social
justice, human dignity, and participation are fulfilled. (p. 72)
These values and outcomes are clearly those we hold for sport and for life
in communities.
Sport and its facilities are under the microscope in terms of the
environmental aspect. The ecological or carbon footprint of sport facilities, both
in terms of credits and debits, certainly since the 2000 Summer Olympic Games
is an issue. The Sydney organizing committee for the Games made good
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Figure 1.
A concentric view of the relationship between the environment, society, and the economy
From: An Introduction to Sustainability, 2008.
political and environmentally positive mileage out of the Green aspects of the
natural and built capital elements of these Games. From this the IOC developed
its own policy on the environment and all future Games organizers must follow
the IOC’s guidelines, both in terms of the construction of facilities for the
Games and in the operation of the Games. 
For local community sport organizations carbon credits can potentially be
garnered from their public open space (POS), such as playing fields and any
surrounding trees. These credits of course will start to reduce the debits accrued
by the costs of maintenance (fuel for mowing costs), chemical usage, operating
costs (especially street and flood lights), and water usage. In Mosman (a suburb
of Sydney Australia) a local action group, the Mosman Sustainability Advisory
Group, which appear to be the sort of social capital collective agent that Law
and Mooney (2006b) identify, sought to include CIT registration for children in
sport and for volunteers as sources of individual and family carbon credits. This
group is active in identifying and encouraging carbon credits that reduce
possible future carbon taxes at the local council level of government, which is
intimately tied to community sport.
At the other end of sport the Vancouver Olympic Organizing Committee
(VANOC) have a link on their web site to the sustainability topics and methods
by which the 2010 Winter Olympic Games will not add carbon deficits and that
will ensure a positive legacy for the city, province, and country. This attention to
sustainability is due to the IOC’s Agenda 21—Sport for Sustainable
Development. Agenda 21 has three objectives, to: “improve socio-economic
conditions, conservation and management of resources of sustainable
development, and strengthening the role of the main groups” (the inclusion of
women, youth, and Indigenous peoples in the Games) (IOC, 2009). VANOC
states that:
Sustainability is an integral part of our mission, vision, and values. It is present in
all our planning and work, including the actions and decision making of our
workforce and members of the VANOC Board of Directors. It also includes setting
out key policies and charters, posting sustainability procedures on our internal
website, and abiding by international standards such as human rights, regulatory
compliance, and the spirit of the International Olympic Committee’s (IOC’s) Agenda
21. (np)
From these VANOC set their own objectives: “Our Sustainability
Performance Objectives:Accountability, Environmental Stewardship and Impact
Reduction, Social Inclusion and Responsibility, Aboriginal Participation and
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Collaboration, Economic Benefits, Sport for Sustainable Living” (VANOC,
2009). The educational aspect of Olympism is seen as a way for sustainability to
flow throughout the local and global sport world.
A key psychological aspect to sustainability is countering the idea of
unlimited growth. The world and humans within it cannot expect to see the sort
of growth witnessed in the last two centuries:
Rather it is the enhancement of what already exists in the community. A
sustainable community is not stagnant; sustainability does not mean things never
change. On the contrary, it means always looking for ways to improve a community
by strengthening the links between its economy, environment, and society”. (An
Introduction to Sustainability, 2008, np)
Change is a constant, but to imagine and live within the limits of that
change will throw up many challenges.
For most VSO/CSOs sustainability is related to succession planning, the
finding, developing, retaining, and training suitable human capital to continue
operating; that is, finding enough volunteers with the ability to improve practices,
processes, and structures to achieve future organizational goals. Data on volunteers
indicate the origin of much of this human capital. Over 93% of sport and recreation
volunteers participated in sport themselves (ABS, 2005). Around 43% of adult
Australian volunteers had at least one parent who volunteered and there were higher
rates of volunteering by adults who had done some form of volunteer work as a
child or youth. A very strong generational socialization exits, one that can be built
upon. Further, there is a pattern of long-term volunteering as 59% of Australian
adults were involved in such activities for over ten year with 20% being involved for
one to five years (ABS, 2009). While volunteer retention is often cited as a problem,
there is some cause for hope that the base can retained and enlarged over time.
For social sustainability to ensue in community sport “equal attention to the
normative, analytical, and political aspects of the concept of sustainability” are
required. Dale (2005) further argues that the four aspects of sustainability must
be “reconciled” (p. 15) if communities are to be sustainable. Finally, according to
Littig and Griessler (2005), “if a society is indeed committed to sustainability—
the equally legitimate social and cultural needs ought to be taken care of as well.
Economic, social, and cultural conditions, efforts, and values are deemed to be
resources that also need to be preserved for future generations” (p. 67; cf. Dale,
2005), such as sport offers.
Sport has a major role to play in the four pillars of sustainability. This does,
however, add more to the agenda of volunteers and community sport which
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could be deleterious. How community sport volunteers will deal with all of the
issues of sustainability, especially the environment aspect is to be seen. It
hopefully will not further tax an extremely busy resource.
Volunteers and the Economic Sustainability of Community Sport
Leonard and Onyx (2004) state that “formal volunteering is at the core of
social capital” (p. 74). VSO/CSOs exemplify this feature of sport social capital
as it is established on human capital. For many people this form of reciprocity,
which refers to “the exchanges that take place within a network”,
volunteering provides “a good example of reciprocity within a formal context
where an individual may feel that he/she is ‘giving something back’ to the
community” (Western et al., 2005, p. 1098). Volunteering involves human
capital, social agency, and forms of social connections with others outside of
the immediate family that creates dense interlocking networks based on trust,
reciprocity, and norms (especially those norms that express the values held for
sport, cf. Mulholland, 2008). Volunteering is seen as a way of increasing
individual involvement with civic or associational life. In other words,
volunteering is a key marker for the existence of positive social capital but in
a collective form.
If one looks at the statistics on volunteering one can see why it is important
to governments and for national economies. The table (Table 1) below provides
an example of Australians aged 18 and over who volunteered with a sport and
recreation organization (ABS, 2009). These volunteers contributed
approximately 187 million hours/year in 2006 in one or more sport or
recreation organizations. At the current national minimum wage of AUD14.31,
this equates to over AUD2,676 million. And 84% or 1.4 million did not receive
any form of pay or only limited reimbursement for volunteer-related expenses
(ABS, 2005).
Table 1. 
Volunteers in Sport and Recreation Organizations (ABS, 2009)
Category 1997 2000 2001 2002 2004 2006 2007
Percent of total volunteers 18 years 
and over (sport and recreation) 11.5 na 9.5 12.1 9.6 11.2 9.9
Millions of persons volunteering 18 
years and over (sport and recreation) 1.7 1.1 1.4 1.8 1.5 1.7 1.6
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This is a significant figure of forgone wages but does not represent the total
economic input by these volunteers. As many of these persons are or have family
members involved in these CSOs there will be further costs for their
involvement for registration/membership, playing fees, equipment and
uniforms, travel, and incidentals (food, beverage, etc.) all of which add to general
economic activity. Figures for Canada (Doherty & Mizener, 2008; Mulholland,
2008) and the UK (see Doherty & Mizener, 2008 for some examples)
corroborate these inputs; inputs that occur in many countries in the world.
These “contributions” to the sport system are huge positive externalities,
one’s that any government would not and could not pay for, nor be able to do
so, yet through which they benefit immensely. Clearly VSO/CSOs contribute
significant personnel and economic investments in a sport system. But what of
the sustainability of these volunteer inputs? Looking at the Australian figures we
see a steady input of labour over time. So there is some sustainability in this
factor. Yet, we know from existing research that volunteers are under pressure.
Many governments embracing or forced to embrace neo-liberal economic
practices have put pressures on the third sector in many ways. In their political
economy of the voluntary sector Dollery and Wallis (2003) argue that 
much activity currently conducted by voluntary organizations ‘look and act a good
deal like commercial ventures, and the current trend indicates some of them will
move even further in that direction in the future’. However, this perspective serves to
obscure the fact that ‘a very large portion of voluntary action does not look or act
anything like commercial enterprise, and nonprofit economics has been virtually
mute on these efforts’. (p. 32)
These authors argue that market failure is often the outcome of this push
to make the third sector more market based.
While there might be an argument in this vein, the history of sport clubs,
associations, and leagues pre-date any form of direct government involvement
in sport and certainly in CSOs. As Dollery and Wallis point out the “ability of
voluntary organizations to service excess and differentiated demand unmet by
government agencies” (p. 34) exists as sport was originally not part of market
operations. In other words, market failure cannot explain State involvement in
sport at this level as community sport has sustained itself for over one and one
half centuries and government resource provision for community sport has
always been limited (i.e., usually around 12% in Australia, an amount that does
not begin to cover the costs of operating this part of the sport system). This
supports our contention stated above that positive externalities rather than
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government intervention have been a key factor in the sustainability of
community sport. But this does not preclude neo-liberal governments from
adding pressures that further places the community sport system under stress.
Academic studies indicate the manners in which this pressure increases. Auld
(2008) states that “policymakers continue to place further expectations on an
already stretched voluntary sector which is under increasing pressure from
changing levels of volunteer commitment, the perceived time squeeze, increasing
professionalized expectations, and escalating compliance, standards and
accountability requirements” (pp. 157-8). Wilson, Spoehr, and McLean (2005)
further point to empirically-derived points of such pressures. They indicate that:
privatization and outsourcing of government community services, strains between
time and effort between voluntary work and regular work roles, declining numbers
of volunteers creating more work for those remaining, performing more duties, and
avoiding certain roles (e.g., committee ones) due to high rates of time and
commitment factors of those roles. These factors point to the notion of increasing
commercial and market-oriented processes and practices familiar in neo-liberalism,
often implemented to prepare organizations for privatization, even if this is a
remote possibility for VSO/CSOs, or simply as a key element of this ideology. 
But Auld also notes that “it is not clear that these resources are matched by
ability”; that is, as stated by Healy, Lyons-Crew, Michaux, and Gal (2008), “the
research literature suggests that volunteering roles are increasingly sophisticated
with volunteer involving-organizations having more need for ‘skilled’ volunteers
and volunteers finding themselves increasingly subject to ‘external and
regulatory pressures’” (p. 6). Healy et al. go on to identify these skills: human
resource management; writing research grants and other funding applications;
identify, develop, and implement best practice principles; risk management; and
auditing and accountability guidelines and practices. Clearly there are serious
and increasing pressures on volunteers.
Government funding practices extend the above pressures. Here we can
again refer to Dollery and Wallis (2003) to understand how funding is used. They
point to the “negative effects of contractualism on voluntary sector activities…
[that] ‘include reduced levels of [social] funding, increased administration and
record-keeping and a new sense of competitiveness’” where this “regime of
contracting is ’the pressure to change the nature and purpose of the voluntary
sector’” (p. 97). This practice has, perhaps, been most evident in the UK through
CCT, Best Value, and more recent iterations of Third Way initiatives to replace
lost welfare-state programs and to bring more market-based operations into and
through sport (see Coalter, 2007b). This returns us to social capital and a critique
of this concept. 
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Social capital seems to be a “wonder drug” that is capable of curing all sort
of social issues, if appropriate levels of social capital actually exist and can be
identified and measured. Many discussions and policy initiatives are tautological
in this regard—social capital is important to effect sustainable communities and
societies, therefore its presence, if it can shown, will show that those
communities that can be shown to have high levels of social capital are better,
and it is because of social capital that they are better. Such arguments are made
and can readily be seen in policies and NGO documents on social capital and
on sport (e.g., PRI, 2005; Coalter, 2007a). 
These arguments still do not follow Coalter’s research agenda for social
capital and sport. Law and Mooney (2006b) claim that this “lack of conceptual
clarity or empirical verification will not prevent social capital from determining
public policy” (p. 258). In terms of policy the social capital bandwagon is in full
movement. Whether this is due to most governments following neo-liberal
agendas, theoretical and methodological naïveté, or just following an ideological
line, it does a disservice to what might be generated by the concept. But on it
goes. Such actions lead to strong critiques of social capital. 
Law and Mooney (2006b) claim as the Holy Trinity of policy foci—social
capital, social inclusion, and social cohesion—are seen as the keys to positive
community life, the basis of sustainability of everything, and a safeguard for neo-
liberal capitalism. Current policy frames, therefore, “aims to shift responsibility for
social well-being from the state to an entrepreneurial selfhood irrevocably
entangled in market competition” (p. 260) while it “provides a rationale for
reduction of the welfare-state despite the persistence of market failure… [as]
social capital is considered to stand apart from both the market economy and the
state apparatus” (p. 258). There are sound, if counter-ideological, arguments here.
While some of this might appear as dispossession by accumulation (Harvey,
2005), and as community sport predominantly operates outside of formal
market relations, the saliency of Law and Mooney’s arguments pertains to policy
as it stands today, but not necessarily as it affects community sport practices and
organizations. As discussed above, community sport has a unique history and
from that sustainability across many forms of capitalism. The key issue is how to
reduce increasing pressure on volunteers. If, as noted above, sport and
community development policy is used as a tool to deliver programs formerly
delivered by welfare-state agencies, then we might encounter a decline in
community sport sustainability. 
The social agency of volunteers must resist sport becoming a replacement
branch of the State’s need for social control and as a way to alleviate the resource
and power inequalities emanating from neo-liberal governments, ideologies, and
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capitalism. This agency could be a form of “recalcitrant voluntarism” which Law
and Mooney (2007b) see as a proper application of social capital for collective
good. Likewise, public action must support this outsourcing from government
to strong, viable community organizations. The question then becomes how do
ensure and to a degree protect voluntarism and the continued operation of
community sport? Volunteer retention is a major source of this continuity as
stated above, but a parallel suggestion will be offered here, that of democratic
socialism. 
As a reaction to the failure of neo-liberal market orthodoxy in the GFC
many governments are strongly applying the economic handbrakes. In Australia,
the current Prime Minister Kevin Rudd has entered the ideological debate
directly through three articles he wrote for The Monthly magazine. Of these, the
third article caused the most reaction. This article,“The Global Financial Crisis”
(Rudd, 2009), evoked an expected and strong neo-liberal response from such
right-wing publications as Rupert Murdock’s The Australian newspaper. We
might argue that it evinces Rudd’s political agenda written for all to see. 
Attacks from the right will continue as the following modus ponens
syllogism indicates his position:
If the ALP is listed as a democratic socialist organization, its members must be
democratic socialists
And Kevin Rudd as leader of the ALP is a member of the ALP
Then Kevin Rudd is a democratic socialist.
It appears that, without further acrimony on the globalization agenda, that
perhaps Australia and many other countries will head down the path of
democratic socialism.
In the current political structures Littig and Griessler (2005) identify merit
goods as a way to develop social, and therefore ecological, economic, and
institutional sustainability in communities, by the “creation of public or publicly
funded jobs, wherever they are needed” in these three areas (p. 76). We noted
above how Lawson (2005) argued for SEPE professionals to perform “social
work” toward empowering communities in their development. In a democratic
socialist configuration such changes to the normal economic structure of work
could be altered. 
As work is identified in the above arguments as a key focal point for social
sustainability, work therefore needs to be re-conceptualized, re-organized, and
connected to all forms of social welfare. So that “besides gainful employment,
mixed work should also include unpaid work [volunteering], care work, and
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community work [again, volunteering]” (Littig & Griessler, 2005, p. 73-4); and
become part of the integration of economic sustainability into the whole of
socially positive community sustainable development. 
This also embraces, although in a different context, Fidel Castro’s (2007)
notion of “social workers”. In Cuba, not as used in Western terms of the
concept, Cuban society pays for workers to take on a number of socially useful
roles that build a sustainable society in their country. This then demands that
properly educated human capital be developed to complete these social tasks
and to ensure succession of the human capital necessary to sustain social
organizations into the future. Here too is perhaps a way ahead of redefining
work and of dealing with social issues. Here to is a way to acknowledge and use
VSO human resources in new, innovative and socially important ways. To
achieve this will demand a full recognition that markets cannot resolve issues of
economic inequality and imbalances.
Conclusions
While this manuscript was being written, an independent panel was
reviewing the Australian sport system (appointed by the Australian federal
government) held a meeting in Brisbane Australia. The topic of discussion at this
meeting was community sport. This serendipitous event provided more
evidence for the arguments in this paper. Community sport volunteers
populated the meeting and raised their concerns, both within the terms of
reference and more widely. Issues of pressures on volunteers were replete. As
were issues of government policy and the contradictions it threw up. 
Ultimately issues of sustainability, as an outcome of community development,
were raised and repeated. For these people to attend a “gab fest” indicates their
social agency and dedication to sport. Many comments also expressed angst over
these reviews as little has changed. The author could relate to this as he attended
an equivalent meeting in Canada in the mid-1970s. These same issues were
discussed, while many more task forces have studied the same topics for decades.
Not much seems to have changed, but the volunteers still attend.
Having travelled the social capital road and initially being a cheerleader for
the concept. The author now understands that much more work is required to
make it a viable research tool. Often as scholars we loose track of our theoretical
focus. Many writers are encouraging a return to political economy. Social
capital, therefore, within the context of Fine’s (2001) and Law and Mooney’s
(2006a, b) arguments, can be employed as a valuable theoretical research
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concept. Patulny (2004) implores that the “material reality—the structural side
of social capital building—is the next frontier in social capital research” (p. 20).
Fine (2001) also pointed out that social capital is “ahistorical and asocial” and
needs to “be historically and socially grounded” if it is to have theoretical value,
much as Mills argued (p. 192-3). The limitations of social capital are evident,
both conceptually and methodologically, but this does not detract from its
potential role in understanding society. The use of Marx and Mills are pointed.
I see that we must not throw the baby (social capital) out with the bathwater
(social analysis).
As Coalter (2007a) sagely recognizes, we don’t have enough theoretically
informed empirical evidence to make judgments on the role sport and sport
clubs as the main delivery point of social policy, in the development of social
capital, and, ultimately, in the sustainability of community life. He wrote that
“much of the policy-led debate about the contribution of sport and sports clubs
to civic renewal via development of social capital has been conceptually vague
and at a descriptive level” (p. 552). Even so, CSOs have existed for a very long
time, regardless.
Most policy agendas are top-down, limited and poorly contextualized,
thought-out, and delivered. Volunteer-led third sector organizations cannot and
should not be expected to do the work of government departments nor merely
deliver poorly developed policy. Following Mawson’s (2008) arguments, local
communities with social entrepreneurs (cf. Vail, 2007; Lawson, 2005) can use
cultural activities to enhance lives, deal with social issues, and build a viable, true
social capital: Thereby adding to the sustainability of CSOs.
Sport has enough of its own problems delivering on its real and perceived
mandates, without further burden. Woolcock (2001) posits that “social capital is
not a panacea, and more of it is not necessarily better. But the broader message
rippling through the social capital literature is that how we associate with each
other and on what terms, has enormous implications for our well-being” (p. 80).
And that leveraging social capital is an important risk management strategy and
that “for both countries and communities, then, rich and poor alike, managing
risk, shocks and opportunities is a key ingredient in the quest to achieve
sustainable economic [and I argue all types of capital] development” (p. 81).
What will happen with the hegemony and the policy directions of neo-
liberalism over the next decade or two? De Filippis (2001) believes that “the utility
of social capital is that it provides a framework for supporting and prioritizing
these efforts [equal access to capital resources and power to use them] over other
parts of the community development field” (p. 799): as with Bourdieu’s definition
of social capital. As communities already have networks and organizations so they
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are ahead of other social entities in sustaining their existence. It is incumbent on
social researchers to deal with the contradictions of social capital. This will demand
a way around tautological purposes of the concept so that we move away from
simply making social capital a truism. It will demand rectifying the micro/macro
and sources/consequences debates around social capital variables and
measurement. It will also demand a fuller political economy. 
Empirical, but limited, examples show that sport can enhance community
development by building social capital, but this relationship works in both
directions. Again, as Coalter argues, there is a “conflict between developing sport
in communities and developing communities through sport” (p. 552, emphasis in
original) and that these are two different projects and processes. In the end, a
viable path to manage at the heart of sport, and how sport volunteers are
developed, empowered, and complete their praxis, must focus on community
sport development, on viable community identified sport policy goals (and not
just elite sport goals), and on ways to structure and operate strong community
development processes for sustainable sport at the heart of the sport system.
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Sport –and Sustainable– Development:
Reconciling Two Contested Concepts
in Theory and Practice
Iain Lindsey
University of Southampton
Introduction
The increasing importance of sustainability across society and societies is
reflected in the current prominence of the term in sport development policy and
practice. Taking one of the most prominent United Kingdom sport policy
documents of recent years as an example, terms related to sustainability are used
frequently and liberally throughout the Game Plan policy (DCMS / Strategy
Unit, 2002) in statements related to current practice and desired policy outcomes: 
• ‘too often initiatives lack sustainability’ (p6) 
• ‘a sustainable improvement in success in international competition’ (p12) 
• ‘some strands of funding may not be sustainable’ (p20) 
• ‘greater attention needs to be paid to promoting sustained adult
participation’ (p89) 
• ‘to provide sustainable and (locally) accessible opportunities for all those
interested in sport and physical activity’ (p100).
Even this brief selection of random, but typical, quotations demonstrates the
diversity of ways and contexts in which terms related to sustainability are used. In
part, these various uses of the term sustainability can be related to the diversity and
contestation that pervades the broader field of sport development. The fact that
the term sport development itself represents a concatenation of two words with a
diverse array of meanings contributes to the lack of agreement as to what
constitutes sport development (Bramham & Hylton, 2007). Coalter (2007)
implores that ‘sport’ should not be considered as a singular entity, practice or
concept. Similarly, ‘development’ can be interpreted in a variety of different ways.
Despite these issues, Girginov (2008, p15) believes that sport development
can be ‘conceptualised within the broader philosophy of sustainable
development which embraces a variety of social, political and economic
objectives’. Whether conceptualising sport development in such a way provides
any clarity regarding sustainability in sport development is very much open to
question. As with sport development, the concept of sustainable development
remains largely contested. For example, Meadowcroft (1999, p13) identifies that
the ‘complexity of themes invoked’ by the term sustainable development is
reflected in the ‘fluidity of conceptual categories’ that are used in the academic
literature. That there are similar definitional and conceptual complexities in both
sport development and sustainable development is perhaps unsurprising given
that both represent the merging of contested terms as well as both being subject
to a rapid and relatively recent rise to prominence. 
Therefore, the purpose of this paper is to attempt to bring some conceptual
clarity to consideration of sustainability in sport development. To do so, the first
two sections of the paper will initially provide a brief overview of the
conceptualisations of sport development and sustainable development that exist
in relevant literature. The first of these sections will consider a commonly
identified distinction between the development of sport and development
through sport as well as examining the limited research literature related to
sustainability in sport development. The subsequent section will trace the main
themes and models present in the literature on sustainable development. In
doing so, the argument will be developed that the mainstream literature on
sustainable development is largely focused in such a way that hinders its
relevance to the broad nature of sport development. As a result, an alternative
framework by which sustainability in sport development can be considered will
be presented in the penultimate section. Empirical evidence from a particular
sport development programme will be utilised in this section to further explain
the alternative framework that is proposed, as well as to identify issues that result
from application of the framework. The final, concluding section further
discusses these issues in order to identify directions for future policy, practice and
research on sustainability in sport development. 
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Sport Development as a Contested Term
Conceptualisations of Sport Development 
In the United Kingdom, sport development emerged as a concept and as an
activity from the 1960s onwards (Houlihan & White, 2002). Policies and
practices that exhibit similarities in terms of aims and characteristics can be
identified in other national and international contexts although the term sport
development may not be as common elsewhere as in the United Kingdom
(Bloyce, Smith, Mead and Morris, 2008). Since its emergence, the contested
nature of sport development has engendered a number of different definitions
and conceptualisations in both policy documents and academic literature (e.g.
Sports Council, 1993; Collins, 1995; sportdevelopment.org.uk, no date). In fact,
Houlihan & White (2002) suggest that over time conceptualisations of sport
development have become more fragmented with a greater variety of actors
holding competing interpretations of the term. The purpose here is not to add
to these different definitions and conceptualisations. Rather a necessarily brief
overview of some of the most prominent conceptual facets is provided in order
to ground the subsequent discussion of the relationship between sport
development and sustainable development. This overview will, itself, be
structured by one of the most prominent and enduring distinctions identified in
interpretations of sport development, namely the differentiation between the
development of sport and development through sport.
Approaches associated with the development of sport treat the enactment of
positive changes within sport as ends in themselves. Such approaches may
include those that are aimed at enhancing individual, organisational and
structural contributions to sporting outcomes. Intended sporting outcomes are
themselves varied and subject to categorisation. For example, the widely
recognised model of the sports development continuum, despite being
superseded (Houlihan & White, 2002), helpfully identifies a pyramid of
individual sporting involvement from foundation level, through participation
and performance, to excellence level. In different national and international
contexts, organisations that have an interest in, and may themselves be subject to
development, exist at and across each of these four levels (Shilbury, Sotiriadou
& Green, 2008). Construction of sport facilities, about which there may be
particular environmental concerns, have also been associated with the
development of sport (Houlihan & White, 2002). 
Alternatively, development through sport refers to change directed at broader,
typically social, objectives using sport as the medium through which these
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objectives are achieved. Again there are a variety of common social objectives to
which sport development is orientated. These objectives include both individual
human development, for example improvements in health or educational
attainment, and collective aspirations, for example reductions in crime or increased
community integration. Frequently, sport development programmes addressing
such outcomes involve targeting of particular individuals or social groups.
Although the majority of stated objectives are mainly socially orientated,
development through sport can also be orientated towards economic objectives.
Programmes associated with the hosting of mega-events such as the Olympic
Games may be those that have the closest alignment with economic development.
As demonstrated by the previous paragraphs, the distinction between
development of sport and development through sport accommodates a wide variety of
desired objectives. This observation emphasises Bramham & Hylton’s (2007) view
that, where a contested term such as sport development is concerned, it is
advisable that conceptualisations remain fluid. Moreover, as Houlihan & White
(2002) recognise, the conceptual difficulties associated with sport development are
little different from those encountered in other areas of governmental activity. Of
particular interest for the subsequent discussion, is the similarities and overlap
recognised by these authors and others (e.g. Girginov, 2008) between sport
development and other aspects of social policy both historically and currently. 
Sustainability and Sport Development 
Given that sport development as a whole remains relatively under-
conceptualised (Girginov, 2008), it perhaps unsurprising that there is limited
literature that considers it in relation to sustainability. In most relevant academic
and commissioned research on sport development, definitions of sustainability are
implicitly adopted that limit the scope of investigation. For example, in academic
research, Lawson (2005) focuses on the sustainability of social and human
development through sport while Dowda et al. (2005) examine the sustained
usage of the resources provided through a physical education programme. In
commissioned research, Reid Howie Associates (2006) examine issues related to
the sustainability, or continuation, of sport clubs in Scotland. A similarly limited
focus on how sport development programmes may be continued after initial
funding has been withdrawn is presented by Hall Aitken (2008) in an Active
England ‘legacy paper’. The limited scope of these contributions is in contrast to
the multi-dimensional nature of change encompassed by the majority of sport
development programmes (Girginov, 2008). 
260
Social responsibility and sustainability in sports Iain Lindsey
Related to aspects of sport development, an alternative literature exists on
the legacy of mega-sport events (primarily the Olympics). The contested and
diverse nature of legacies is a facet commented on by a number of authors (e.g.
Gratton & Preuss, 2008). Mangan (2008, p1869) delightfully captures the
conceptual confusion regarding legacies that ‘embrace a promiscuous assemblage
of hoped for outcomes’. Interestingly with regard to this point, Girginov & Hills
(2008, p2094) suggest in relation to Olympic legacy that sustainable sport
development is ‘a construction process aimed at creating value but with an
unknown end point’. However, it could alternatively be contended that
knowledge of desired or actual end points (or outcomes) is required in order to
make any evaluation of the sustainability of processes. 
Classifications of potential legacy outcomes are presented in the literature
on the Olympic Games. Gratton & Preuss (2008) present a ‘legacy cube’
consisting of three dimensions each divided by two elements namely: planned
versus unplanned outcomes, negative versus positive outcomes and tangible
versus intangible outcomes. The third of these reflects a similar distinction
suggested by Cashman (2003, cited in Chappelet, 2008) between hard- and soft-
legacies. This distinction between tangible and intangible outcomes mainly
reflects a judgement on the types of methodologies used to assess such
outcomes, with the former those outcomes amenable to positivistic, scientific
and quantitative measurement and the later those outcomes best suited to
exploration through interpretive and qualitative research. Imposing such a
judgement on sustainability in sport development policy and practice is
unnecessarily arbitrary and, as a result, unhelpful. Conversely, the other two
dimensions that raise questions as to extent to which legacy outcomes are
planned and are positive may be more useful and will be incorporated into the
discussion in later sections of the paper. 
Sustainable Development as a Contested Term
Definitions of Sustainable Development
As identified in the introduction, and in common with sport development,
the ‘range of definitions, or interpretations, of sustainable development is quite
broad’ (Roseland, 2000, p88). Perhaps the most commonly cited and earliest
definition of sustainable development was provided in the document Our
Common Future written by the Brundtland Commission: ‘development that
meets the needs of the present without compromising the ability of future
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generations to meet their own needs’ (World Commission on Environment and
Development, 1987, p43). One alternative definition, amongst many, is presented
by Meadowcroft (1999, p15) who contends that: 
Sustainable development implies a positive process of social change that proceeds in such a
fashion that it avoids generating internal contradictions which would undermine the possibility
for future advance.
This definition is perhaps more immediately relevant to sport development
through its focus on social change rather than the needs of populations.
Meadowcroft’s definition is also less focused on conflict over time thus
highlighting the possibility, rather than inevitability, of contradictions or
compromises. Usefully, Meadowcroft (1999) also specifies three elements that
require consideration in utilisation of his definition: first, the different aspects of
social change that could be envisaged, second, the different time scales over
which sustainable development may be evaluated and third, that the
geographical area considered could vary from the global to local. 
However, the ambiguity of most singular definitions of sustainable
development can also be a weakness. In terms of the practical application of
suggested definitions, Connelly (2007, p260) counsels that ‘as long as sustainable
development is viewed as “everything and nothing” it is weakened as a policy
goal’. The lack of definitional clarity on sustainable development goals in turn
hinders consideration of the means by which such goals may be achieved
(Agyeman, Bullard & Evans, 2002). Moreover, in academic usage, the openness
of definitions has left them amenable to normative judgement (Meadowcroft,
1999) with many authors selecting a ‘single desirable and implicitly correct
interpretation’, often in a fairly arbitrary fashion (Connelly, 2007, p261). 
Models of Sustainable Development 
Given the definitional vagueness of sustainable development, it is perhaps
unsurprising that a number of models have been developed in order to clarify
its specific components. A common form of model, which is reproduced in a
number of ways (see figure 1 overleaf), sets sustainable development at the nexus
of economic, environmental and social concerns. In positioning sustainable
development amongst these three other concerns, authors either highlight the
tensions that are inherent in sustainable development or the accommodation
that is required to achieve sustainable development. However, in the process of
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advancing these claims, the applicability of this dominant tripartite model of
sustainable development to the particular nature of sport development is
reduced in a variety of ways. 
Perhaps most fundamentally, in descriptions of the tripartite model as well
as in the majority of the sustainable development literature as a whole, the
tension between economic development and environmental (or ecological)
sustainability predominates (Jabareen, 2008). Such a focus is most evident in the
commonly cited distinction between strong and weak sustainability. In this
distinction, weak forms of sustainability give primacy to economic development
as long as overall resource levels are not eroded while strong forms of
sustainability seek greater protection of natural resources at the expense, if
necessary, of economic growth. The primacy of economic and environmental
aspects of the tripartite model, characterized by the strong-weak sustainable
development distinction, in the majority of the literature limits its applicability
to the more socially orientated focus of sport development.
Figure 1:
Representations of the Tripartite Model of Sustainable Development 
(taken from Connelly, 2007)
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In texts within which the social aspects of the tripartite model are considered
more fully, there remain issues when application to sport development is
considered. Firstly, social aspects are relegated to being a secondary concern
relevant primarily in relation to environmental or economic concerns (Baker,
2006; Hamstead & Quinn, 2005). For example, Roseland (2000) believes that
social development is only likely to occur as a result of economic growth. An
alternative, but similarly reductive, perspective is offered by Haughton (1999, cited
in Jabareen, 2008, p183) who contends that ‘the [socially] unjust society is unlikely
to be sustainable in environmental or economic terms in the long term’. This
continued conflation of social concerns with considerations of economics and
environment (Connelly, 2007) again limits the utility of applying mainstream
literature on sustainable development to sport development. 
Moreover, the normative perspective offered by Haughton (1999) and
others represents a major theme within the literature (Connelly, 2007) as well as
a second main limitation in applying social aspects of the tripartite model to
sport development. In justifying a normative perspective, authors often cite that
environmental degradation is most common where there is an identified lack of
social justice and equity (Agyeman et al., 2002). However, this correlation-based
argument is weak in justifying that social justice and equity must be addressed
in order to enhance environmental sustainability. Connelly (2007) identifies the
confluence of traditionally left-wing and liberal political positions that
predominate in attempts to link social and environmental aspects of the
tripartite model. The convenience of this integration is enhanced by authors’
common promotion of localised, participatory and democratic approaches to
environmental sustainability (see for example Roseland, 2000). While there is no
doubt that left-wing political ideologies underpin some aspects of both
development of sport (e.g. sport for all) and development through sport (e.g. the
social inclusion agenda), it has also been true that right-wing and conservative
goals have over time been the focus of sport development (see, for example,
Houlihan & White, 2002). Therefore, it is unlikely that the constrained social
outcomes that are considered in the bulk of the sustainable development
literature capture the full gamut of those that sustainable sport development may
attempt to achieve. 
Re-conceptualising Sustainability in Sport Development 
The previous sections demonstrate that, although some issues within both
the sport development and sustainable development literature are relevant,
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neither literature offers a wholly applicable conceptualisation of sustainability in
sport development. Literature on health programmes offers a potential solution
to the problem of identifying suitable frameworks for sustainability in sport
development. Although largely ignored in the mainstream sustainable
development literature, Shediac-Riskallah & Bone (1998), Swerrisen & Crisp
(2004) and Sarriot et al. (2004) all suggest categorisations of alternative
definitions of sustainability that have applicability to health programmes. The
relevance of these categorisations to the purposes of this paper is enhanced by
the evident similarities between the health programmes that the authors
describe and aspects of sport development identified earlier. 
Space precludes providing a full description of each of the categorisations
of sustainability in the health literature. However, the definitions of
sustainability in these categorisations are structured in similar ways. Shediac-
Rizkallah & Bone (1998) present a conceptual framework based on three
alternative ‘perspectives’ on sustainability, Swerissen & Crisp (2004) identify
four different ‘levels of social organisation’ at which change can be sustained
and Sarriot et al. (2004), in their Child Survival Sustainability Assessment
(CSSA) framework, categorise six components of sustainability within three
separate dimensions. A previous paper provides more detail on how these
categorisations are synthesized along with literature on sport development
programmes to provide a definitional framework for sustainability in sport
development comprising of individual, community, organisation and
institutional sustainability. Rather than repeat the description of this synthesis
process (for more detail see Lindsey, 2008), the purpose of the remainder of this
section is to define and explain each of the four components of the definitional
framework. To aid this examination of the definitional framework, qualitative
data from a study on sustainability in a lottery-funded youth sport development
programme in Scotland, the New Opportunities for PE and Sport Activities
programme, will be introduced. 
The New Opportunities for PE and Sport (NOPES) Activities programme
was supported by £35 million of funding from the Big Lottery Fund. A
proportion of this sum was given to each of the 32 local authorities in Scotland
to fund a portfolio of sport development projects for up to three years. As a
result of the national design of the NOPES Activities programme, the funded
projects were characterised by their diversity. Some projects focused on the
development of sport, for example by creating opportunities for young people
to participate in sporting activities, while others aimed to develop young people
through sport, focusing, for example, on positive behaviour in school and
reduction in crime (Loughborough Partnership, 2005). The data used in this
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paper was collected as part of the national evaluation of the NOPES
programme. Interviews with a variety programme stakeholders were supported
by analysis of application and monitoring documents produced by projects. The
purpose of presenting the data from the NOPES Activities programme is not to
demonstrate sustainability per se but to highlight aspects of the definitional
framework as well as to show its utility in identifying pertinent issues regarding
sustainability in sport development. Each of the four components of the
definitional framework will now be considered in turn. 
Individual Sustainability
Definition: Longer-term changes in individuals’ attitudes, aptitudes and / or
behaviour through involvement with the sport development programme. 
Achieving individual sustainability was inherent in one of the national
desired outcomes of the NOPES Activities programme which sought to
‘encourage young people to enjoy lifelong involvement in sport and cultural
activities’ (New Opportunities Fund, 2002). The wording of the desired
outcome relates individual sustainability to the development of sport (at
participation rather performance or elite levels) and this was the focus of most
of the projects that addressed this type of sustainability. However, there was
recognition from Big Lottery Fund staff and local authority stakeholders that
within the three-year funding period, NOPES projects alone could not
engender sustainable large-scale changes in young people’s participation in sport
and physical activity. Moreover, it was identified that often short-term goals of
engaging young people in sporting activities had to be achieved before
sustaining participation in the longer-term could be addressed.
Individually-orientated development through sport also fits the suggested
definition of individual sustainability. However, despite some projects achieving
improvements in individual’s disposition to school and susceptibility to
involvement in anti-social behaviour, interviewees did not identify attempts to
sustain these changes in the longer-term. Again, this lack of priority given to
aspects of individual sustainability could be attributed to the tensions between
achieving short- and long-term outcomes. Interviewees indicated that the
significant scale of support and resources required to achieve short-term
behaviour changes in the vulnerable young people commonly targeted often
constrained the development of different processes required to sustain these
outcomes in the longer-term.
266
Social responsibility and sustainability in sports Iain Lindsey
Community Sustainability 
Definition: Maintenance of changes in the community in which the sport
development programme is delivered.
Training for volunteers, actions to develop voluntary sports clubs and the
encouragement of ongoing partnerships between different community
organisations were actions undertaken by various NOPES projects that
contributed to community sustainability. Undertaking such tasks was the
primary purpose for a few projects although, more commonly, projects
combined developing community capacity with the delivery of activities for
young people. Addressing community sustainability was thus viewed as
indirectly contributing to individual sustainability by enhancing ‘pathways’ for
continued sporting participation. However, for projects that addressed
development through sport, there were again challenges in building community
capacity as project staff felt that it was not suitable to involve volunteers or clubs
in services targeted at vulnerable or challenging young people. 
Interviewees from two local authorities also identified tensions between the
short-term operation of projects and long-term community sustainability. In
these local authority areas, there had been widespread payment of coaches
through NOPES funding. Over the duration of projects, an expectation of
payment amongst previously voluntary coaches had been created that, in one
local authority area, had initiated a ‘whole breakdown’ in voluntary sector
capacity to deliver sport and physical activity opportunities.
Organisational Sustainability
Definition: The maintenance or expansion of sport development programmes by the
organisation responsible for their delivery. 
Different efforts to address organisational sustainability in the NOPES
Activities programme included seeking extended funding and generating
income from participants to continue delivery of sport development
programmes as well as attempting to integrate NOPES Activities programmes
into the ongoing operations of the host organisation. The commonality of
financially-orientated approaches meant that organisational sustainability was
the dominant form of sustainability considered and addressed within the
NOPES Activities programme by both stakeholders from the Big Lottery Fund
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and individual projects. For example, purely financial information was used to
assess initial funding applications against the stated criteria that ‘the grant scheme
has the potential to be sustainable for the life of the grant scheme and beyond’
(New Opportunities Fund, 2002). Similarly, interviewees from a number of
projects described a ‘constant’ search for further funding throughout the period
when NOPES funding was received. 
Despite their prominence, finance-based approaches to organisational
sustainability were characterised by the feelings of uncertainty and lack of
control that they generated for project staff. For example, one interviewee
described a process of ‘sitting with fingers crossed waiting’ to hear the results of
funding bids. Moreover, at the time NOPES projects were coming to an end,
difficult economic conditions within local authorities negatively affected
attempts to address organisational sustainability. Interviewees also identified that
changes in wider political objectives had affected the availability of funding
streams that could have contributed to organisational sustainability. 
Given this context, the evidence suggested that those projects that addressed
gaps in provision, either fortuitously or through design, were more likely to gain
funding to become organisationally sustainable. This was especially the case for
projects that focused on development through sport as, prior to NOPES, there
were few large scale programmes in Scotland that used sport as a tool to address
issues such as crime or truancy from school. Moreover, those projects that could
demonstrate the achievement of positive outcomes in the period of NOPES
funding were more likely to be successful in funding applications. While this
feature demonstrated a level of connection between short- and long-term
objectives, interviewees also identified that the time taken to develop funding
bids also actually diverted them from the achievement of desired outcomes
during the period of NOPES funding. 
Institutional Sustainability
Definition: Longer-term changes in policy, practice, economic and environmental
conditions in the wider context of the sport development programme. 
Institutional sustainability was not commonly an aim of projects from the
outset. However, interviewees believed that there were two ways in which
projects contributed to this form of sustainability. Firstly, NOPES projects
generated learning about effective approaches in delivering sport and physical
activity which would, therefore, inform future planning. As with organisational
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sustainability, interviewees identified that projects that aimed to achieve
development through sport were more likely to address institutional
sustainability in this way. For example, examples were provided in which
NOPES projects were a catalyst for a wider re-orientation of policies and
practice towards services for young people with particular needs or who were
at risk.
A second, and linked, contribution to institutional sustainability was
through projects contributing to a higher profile for sport development services.
For some projects this was achieved through encouraging high profile local
politicians to take an active role in steering their development. There was a clear
link between garnering local political support and addressing organisational
sustainability, as demonstrated by one manager who commented that his
NOPES project had 
certainly made senior management aware of what we do and, consequently, they have got
to support that [financially] and to be fair to them they have.
This quote demonstrates the potential economic effects, in terms of changes
in the distribution of local authority funding, that may be sustained as a result
of sport development programmes. Conversely, there was scant evidence that the
NOPES Activities programme resulted in any longer-term changes related to
environmental concerns. 
Sustainability in Sport Development: Future Directions
The application of the proposed definitional framework to a particular sport
development programme, as well as a reconsideration of relevant aspects of the
literature on sustainable development, highlights a number of issues relevant to
future research, policy and practice. Although the data used in this paper came
from a single sport development programme, the definitional framework
appeared to encompass all the types of long-term change that were aspired to
and recognised by the programme’s stakeholders. In fact, all four forms of
sustainability in the definitional framework were addressed to differing extents
within the NOPES Activities programme. Given the variety of projects within
this programme, which reflected the diversity of sport development more
generally, these two findings could be taken to be positive and perhaps
unsurprising respectively. In order to create a framework applicable to sport
development, it has been necessary to introduce a degree of flexibility as to the
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particular outcomes that are to be sustained. Although Baker (2006) has
recommended flexibility in considering sustainable outcomes, this feature of the
model is in distinct contrast to the often narrow conception of social outcomes
in the sustainable development literature. 
In actuality, the flexibility of the definitional framework is due to it being
based upon the scale, from individual to institutional levels, of desired and
recognised long-term changes. As such, the definitional framework can be
contrasted with the majority of models in the sustainable development literature
which alternatively are based on a classification of different outcomes that can
be sustained. The scale of change and the nature of sustainable outcomes
represent two of the three elements that Meadowcroft (1999) suggests need to
be considered in sustainable development. It could be suggested that this shift in
focus is necessary if the contested and fragmented outcomes desired of sport
development are to be accommodated in any model of sustainability in sport
development.
What neither the definitional framework nor models in the sustainable
development literature explicitly address is the third element that Meadowcroft
(1999) identifies as important, namely the timescale over which changes occur
and are sustained. A lack of consideration of timescales is an obvious weakness
of the data collected on the NOPES Activities programme which relates to
aspirations for sustainability and early indications as to what long-term changes
may be sustained. In part, this limitation is due to constraints inherent in a time-
limited evaluation of a short-term programme. However, it could also be
contended that longitudinal research, that addresses the issue of the timescales
over which changes are sustained, will present its own challenges, particularly in
terms of the scale and duration of resources this type of research would require.
More generally, the determination by policy makers, practitioners or researchers
of any timescale over which changes are to be sustained or examined could be
subject to criticism regarding the degree to which such a choice is arbitrary. 
Perhaps a more fruitful avenue for consideration, in policy as well as
research, would be the relationships between outcomes achieved and sustained
over different timescales. A significant theme in the sustainable development
literature relates to there being a tension, or at least a lack of synergy, between
short-term and long-term development. Such a tension is reflected in the
evidence from the NOPES Activities programme regarding a negative long-
term effect on volunteering of short-term projects reliant on payment of
coaches. This example also highlights that the need to consider long-term
negative outcomes as well as positive ones. However, there was evidence from
the NOPES Activities programme that short- and longer-term changes may
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well also be positively linked in some circumstances. Two examples of such a
positive linkage were the need to achieve positive outcomes in the short-term
in order to procure longer-term funding and the necessity of encouraging initial
involvement in some activities as a precursor to enabling longer-term increases
in participation. Research into sustainability in other sport development
programmes may help to identify further positive links between short- and
longer-term outcomes and the circumstances which allow such links to be
achieved. 
The evidence from the NOPES Activities programme also points to a
similar issue regarding the links between different forms of sustainability. There
appeared to be particularly strong linkages between achieving different aspects
of individual and community sustainability and between addressing
organisational and institutional sustainability. As with the previous comparison,
this finding contrasts with the mainstream sustainable development literature
which, in the main, focuses on tensions between economic and environmental
elements of the tripartite model. For stakeholders in the NOPES Activities
programmes, linkages between different types of sustainability often emerged
incidentally rather than being planned from the outset. Identifying precisely
how, and in what conditions, different forms of sustainability are positively
correlated could, similarly, be used to prioritise specific efforts to enhance the
sustainability of sport development programmes. 
The possibility of drawing implications from analysis based on the
definitional framework highlights two further areas for conceptual and
empirical development. Firstly, in contrast to much of the sustainable
development literature, the definitional framework is one that has heuristic
rather than normative value. As suggested above, it is only through extending
the evidence base on sustainability in sport development that normative
implications for policy and practice can be drawn. Secondly, as in research more
generally (Coalter, 2007), the ability to identify practical implications depends
on examining the processes by which sustainable outcomes are achieved.
Although there is by no means agreement in the literature (see for example,
Meadowcroft, 1999, Bramham & Hylton, 2007 and the previously referenced
quote from Girginov & Hills, 2008), Connelly (2007) identifies that there needs
to be clarity regarding sustainable outcomes before consideration of relevant
processes can occur. The definitional framework presented in this paper fulfils
this need for greater definitional clarity with regard to sustainable outcomes.
Future research may enhance understanding as to the different processes
required to address different forms of sustainability (see Lindsey, 2008, for a
further discussion of this point). 
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That further research on sustainability in sport development is required is a
somewhat banal yet necessary conclusion given the ubiquitous use of the term
both in sporting and wider spheres. The definitional framework presented in this
paper, and its relationship to other literature on sustainable development, may
provide a basis for such further research. The identification of some interesting
issues from even a cursory application of the framework to one sport development
programme highlights its potential utility as an analytical tool. Furthermore, over
time, the definitional framework may also prove useful in sport development policy
and practice. Merely enabling a enhanced level of definitional clarity as to the forms
of sustainability aspired to by policy makers and practitioners would be beneficial.
The generation of enhanced understanding of sustainability in sport development
through use of the framework in research could ultimately be of even more
significance to a variety of stakeholders in sport development. 
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1. Introduction
In 1990, Spain created the Sport Law, which was intended to regulate
professional sports, among other things. This law, developed by a Royal Decree
in 1991, obliged clubs to convert to limited sports companies due to their
increasing debts. Thus, in 1990, Spanish football was nearly bankrupt. Its debts
were very great, and the majority of the clubs were not sustainable. 
Sports themselves might be feared to disappear if such clubs, which (along
with the players themselves) are an essential part of sports, are not sustainable.
Therefore, from the point of view of economic rationality, economists should
have something to say about the fact that this has not occurred; if the clubs have
not disappeared, the reason for their continued existence should be explained.
If public funds are involved, we may wonder where the money that we pay in
taxes is going. In 1990, the basis for the financial clean-up of Spanish football
was established, with all of the clubs converted into limited sports companies
except four: Real Madrid, FC Barcelona, Athletic de Bilbao and Osasuna. 
This clean-up plan cleared the debts of the clubs, which totalled 192
million € in public debts and 48 million € in private debts1. As a result of the
1 See Garcia and Rodriguez (2003) for a more comprehensive explanation of that period.
plan, the government, the autonomous communities, and the city councils
ultimately paid the debts of the football clubs. This is indicative of the
characteristics of Spanish football: politicians always support the sport with
public funds, as it has always been of great importance. That is why football clubs
have not already disappeared and are not in bankruptcy. No president of any
autonomous community or mayor of any city wants to see its football team
dissolve, and as a result, the economic features of these clubs are very different
from those of clubs in other countries. For example, Bayern Munich always
complains that the economic assistance that the Spanish and Italian clubs receive
is detrimental to the competitive balance because they are not acquiring players
under the same conditions. 
Thus in 1992, the conditions of almost all of the clubs improved; their debts
were cancelled, and the Superior Sports Council and the Sport Law ordered
them to become sports limited companies. As a result, Spanish football had
almost no debt. 
Almost no new developments emerged between 1992 and 1995. During
that period, debts were rising steadily, so the indebtedness of the clubs was still
fairly limited. Spanish football was still in a good financial position at that
time. 
What, then, happened after 1995? (If these milestones are not clear, one
cannot understand the history of Spanish football). In 1995, the TV rights war
occurred. On one side was Prisa, Jesus de Polanco’s group; on other side was
Antena 3, Antonio Asensio’s group. The issue at hand was the individual rights
of the teams on TV. From that moment, all reasonable standards of economic
behaviour on the part of the clubs disintegrated. The club presidents went
absolutely mad, and after this “war”, the clubs expended more money on players
than they had available. The consequences can be seen in Figure 1.
Any person who understands accounting for football clubs knows that the
best assets are fixed assets, not intangible ones. The most valuable asset is the
stadium, which the club owns. The players, who are the intangible assets, have
no value in most cases. If we look at the lines in Figure 1, we see that in 1995,
most of the clubs’ debts were supported by their best assets: their stadiums.
However, once the in-fighting began, the clubs started to buy players, who
appeared on the balance sheet as intangible assets, and that is reflected in sharp
change in the graph. 
In the year 2000, the clubs’ debts were covered by their assets, but more than
75% were only covered by intangible assets. For any other industry, this would
mean bankruptcy. Again, therefore, it becomes necessary to explain why such
was not the case for football. 
276
Social responsibility and sustainability in sports Plácido Rodríguez Guerrero
2. The financial situation in Spanish Football
Football is a cannibal. Someone used this expression before for other aspects
of sports. Sport is a cannibal; it wants everything, and the reason for this is that
society permits it. In the 1980s and 1990s in Spain, special laws were created for
restructuring industries including the naval industry, the steel industry, and the
mining industry. Those laws permit owners to consider the loans that they made
to their companies as their own funds without using a dissolution cause,
according to the Limited Companies Law. Eventually, the football clubs also
used this idea even though it not was designed for the football industry like
Sporting de Gijon did.
That law and others have been used by football, but the most inappropriate
application of the law was the clubs’ use of the Concursal Law. This is a law that
was created in Spain mainly to address judicial matters related to companies in
crisis in the industrial sector (e.g., construction firms). The law was used in 2003
and 2004, during a high point in the economic cycle rather than a period of
recession like the current one. The law allowed debts held by eligible companies
to be reduced by 50% . 
Before 2003, when this law did not exist, some football clubs disappeared
and others were relegated to an inferior division. Since 2003, no club has been
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Figure 1
Intangible and Tangible Fixed Assets. First and Second Division 
(Million Euro).
Source: Garcia and Rodriguez, 2003.
disbanded in Spain, and no club in the 1st or 2nd Division has been demoted to
a lesser category because of player non-payment. Barajas and Rodriguez (2009a,
2009b and 2009c) called this law a “panacea” for football clubs. It has been an
unbelievable help because it was created not for football but for other industries.
Football, in typical cannibalistic fashion, has benefited from the law: since 2003,
8 clubs have used the Concursal: Law to reduce their debts by 50%. These clubs
are Las Palmas, Sporting, Malaga, Celta, Levante, Alaves, Murcia and Real
Sociedad. 
The debts of these clubs under the Concursal Law are shown in Table 1.
Table 1
Total Club Debts under Concursal Law (Million Euro).
Clubs Debts
Union Deportiva Las Palmas SAD (2005) 69.7
Real Sporting de Gijon SAD (2006) 52.4
Malaga Club de Futbol SAD (2006) 39.7
Real Club Celta de Vigo SAD (2008) 85
Levante Union Deportiva SAD (2008) 67.6 (Data 2007)
Deportivo Alaves SAD (2008) 27.2
Real Murcia CF SAD (2008) 37.3
Real Sociedad SAD (2008) 31.8 (Data 2007)
Total Debts 410.7
Source: Barajas and Rodriguez (2009a)
The debts are in the right column, and the year when each club cancelled
its debts using the Concursal Law appears next to the name of each club. It
seems that when it was first possible to cancel debts using this law, the clubs
became nervous and did not take this because it might discredit for the club
presidents and boards of directors. However, with many clubs taking advantage
of the new law, the threat of such responsibility disappeared. In the last year
shown (2008), five clubs used the “Concursal” Law to drastically reduce their
debts. 
If we consider the figures presented in the introduction, we see the debt for
all 1st Division and 2nd Division clubs. In contrast, eighteen years later, just these
8 clubs had debt of 410 million € (almost double). We can imagine the debts
that the other clubs that did not go to Concursal Law may have. Football has
clearly begun a spending race and increased its indebtedness to the point that its
sustainability is by no means assured.
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How can we measure the status of a club from an economic perspective?
Undoubtedly, we cannot do this by considering its total debts; for an
economist, total debts with no point of reference say very little. We must,
instead, work with relative prices, numbers that can be compared with others,
or ratios. For this reason, we have created some ratios for these clubs, as
shown in Table 2. The first ratio reflects the indebtedness of the clubs. It
indicates total debts in relation to total assets. Barajas and Rodriguez (2009b,
2009c) suggest that the optimal ratio is 0.4 or less, whereas most of the clubs
in Spain have a ratio that is over 1, over 3, or over 5. This means that if these
clubs do not pay anything in the next three years, they will need all of their
revenues to pay their previous debts. In any other industry, again, this would
mean bankruptcy. The second ratio that we can consider is the club’s capacity
for payment, represented by its total debts divided by its total revenues. For
instance, a small club that has little capacity to generate revenues but has debts
of 20 million € is facing serious challenges. On the other hand, Real Madrid
or Barcelona, with 200 million € in debts, does not have a significant problem
because it receives 400 million € in revenues every year; its yearly revenues
are double its debts. Thus, total debts and revenue-generating capacity tell us
something about the viability of the clubs.
Table 2
Indebtedness (Total Debt/Total Assets). Capacity to Pay Debts 
(Total Debt/Total Revenue) 
Clubs under “Concursal” Law. 
Clubs Total Debt/Total Assets Total Debt/Total Revenue 
Union Deportiva Las Palmas SAD (2005) 3.66 12.54
Real Sporting de Gijon SAD (2006) 16.6 7.84
Malaga Club de Futbol SAD (2006) 5.03 3.08
Real Club Celta de Vigo SAD (2008) 2.12 4.59
Levante Union Deportiva SAD (2008) 0.83 1.44
Deportivo Alaves SAD (2008) 3.58 3.62
Real Murcia CF SAD (2008) 1.11 1.31
Real Sociedad SAD (2008) 0.8 0.91
Source: Barajas and Rodriguez (2009a, 2009b)
In Table 3, we present some average values for these two ratios for the 1st
and the 2nd Division:
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Table 3
Indebtedness (Total Debt/Total Assets). Capacity to Pay Debts 
(Total Debt/Total Revenue) 1st and 2nd Division Clubs.
Division Total Debt/Total Assets Total Debt/Total Revenue
Average 1st Division 0.81 1.61
Average 2nd Division 2.83 2.27
Source: Barajas and Rodriguez (2009b, 2009c)
The mean of the first ratio for the 1st Division is 0.81, which is above the
optimum of 0.4; for the 2nd Division, the mean ratio is 2.83. How can a 2nd
Division club like Alaves pay 20 million € in debts if it generates only 6 million
€ per year? On that basis, then, why does Alaves remain in the 2nd Division? The
Concursal Law is what has made this possible, allowing football to be poorly
managed but still take advantage of the system. 
The values for the other ratio are even much worse for the 1st Division.
From season to season, total debts are much greater than total revenues. This is
true of both divisions. To further scrutinise these data, we have developed a way
of classifying the health of the Spanish football clubs, which we present in Table
4. In terms of the first ratio, just one out of ten clubs is in a reasonably healthy
position; in terms of the second ratio, only one out of twenty is. Of the teams
that are using the dissolution cause, although they have not taken advantage of
the Concursal Law, almost half have not achieved the desired level for the first
ratio, and the same is true for more than half for the second ratio.
Table 4
Financial Status of Spanish Clubs (Ratios) 1st and 2nd Division Clubs. 
Situation Total Debt/Total Assets (%) Total Debt/Total Revenue (%)
Good 8.6 5.7
Warning 28.6 22.9
Worrying 17.1 14.3
Critical 45.7 57.1
Source: Barajas and Rodriguez (2009b, 2009c)
This means that more than the 50% of Spanish football clubs are technically
in bankruptcy. Furthermore, if only eight teams have availed themselves of the
Concursal Law, the remainders are being supported by legal tricks and help from
local politicians. 
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3. Model
We have collected data from 14 complete seasons of Spanish football (from
1995-96 to 2007-08). We have not collected data for all of the teams because
sometimes there are “reserve” teams in the 2nd Division whose accounting is the
same as in the 1st Division. Also, some teams have dissolved or do not present
their accounting information; others, since registering under the Concursal Law,
are not obligated to present their information to the Professional Football
League (Liga de Fútbol Profesional) and have chosen not to do so. All in all, we
have panel data for 42 professional teams. On average, we have data for 38 or 39
teams each season. 
Such financial data can be used in tandem with a logit or probit model
whose dependent variable is all of the teams that have taken advantage of the
Concursal Law. A probit or logit model will assign a value of one to the clubs
that are in bankruptcy and a value of zero to the rest. Thereafter, if the
dependent variable presents only eight “ones” and around seventy “zeros”, it is
probable that the results of the regression are not significant because we have
very few observations. Therefore, it is necessary to have more “ones” (i.e., teams
with problems) in the database. For that reason, we include not only clubs under
“Concursal” Law but also clubs that were demoted or disbanded. 
The clubs that were demoted are those that did not pay their players’ salaries
on the 31st of July. If a club did not pay its players at the end of the season, the
club was automatically relegated to an inferior division. Real Oviedo is one
example. There are also teams that have been disbanded since 1992, including
Compostela, Logroñes, Burgos, Merida, and Extremadura. If we included all of
the teams experiencing issues in the model we would have 20 “ones”. We do
not yet know if the results will be significant, but without a doubt, this panel
sounds much better than the one with only 8 “ones” for the dependent variable.
The explanatory variables are as follows. First are the financial variables
presented earlier, such as total debts divided by total assets. Barajas and
Rodriguez (2009b) have created a group of indicators that let us know the
financial state of all Spanish clubs. We can include the ones that are obviously
not correlated.
It is also necessary to include another group of dummy variables that reflect
the peculiarities of the teams. For example, does the club own the stadium, or is
it municipal? This factor is important because a large portion of the economic
assistance given to football clubs via public funds has been through the
reclassification of stadiums to provide clubs with new funds that they can use to
cancel their debts. Therefore, clubs that have their own stadiums will have a
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dummy variable with the value of one; the others will be assigned a value of
zero.
It will be necessary to create another dummy variable for teams that were
never demoted and for cases like Deportivo de la Coruña, which played in the
Champions League during five consecutive years. The Deportivo does not have
its own stadium; it only has a sports centre that cost 6 million € (from the point
of view of accounting), and it has debts of 160 million €. If a sponsor of Arabia
buys a club, that club will be assigned a dummy variable of one because that
team has a lower probability of bankruptcy. In any case, we can use a fixed effects
model that can control for individual team characteristics. The equation used
will be as follows:
Yit = ßXit + γZit + εit
The dependent variable is made up of all clubs with problems as previously
defined, the vector X represents the financial variables, the vector Z represents
the group of dummies that indicate all of the particularities of the teams, and
epsilon represents the error term. i corresponds to the team and t to the season. 
The goal of the model is to measure sustainability, creating an early alert
system. Financial sustainability is the foundation of sustainability more generally.
The solution can indicate the optimum indebtedness of each professional
Spanish football club given the increasing debts of the clubs. At the end of the
2007-2008 season, Spanish football had reached a debt of 3,400 million Euro. 
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